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THE MARKET 
[ute ps decade, herbal e 


and wider acceptance 


asing importance 


with both medical and economic implications. 
in developing countries particularly, as much 
as 80 percent of the indigenous population stili 
depend on v 4 medicine and 


WHO) 


ket for herbal products will be worth 


Organization has forecasted that the 
global n 
USSS trillion by the year 


'050, Europe and the 


jor herbal products 


markets in the world, with a market share of 41 


Widespread use 


herbal medicines has 
4 
obal strategy of 


raked questions about their 


ensive task of reviewing the world's scientific 


only used herb 


Tüeratum medicines 


In the Philippines alone. the growth of natural 


dietary supplem herbal-based 


products, is estimated by independent surveys 
to have reached PhP700 million in sales in 2003, 


There 


Philippine market ranging from single herbs, to 


are some 100 herbal products in the 


combination herbs, to herbs with extracts 
ABS Gen Herbs Inter 
has 


Corporation has been making life better 


through its natural herbal dietary supplements. 
Philherbs 


Nutraceuticals, ensures that ts products contain 


only the best ingredients to d 


liver 100 percent of 


nature's nutritional potency, thus making i 
the natural way. These products are ABS Bi 
Herbst 


capsules, a nu 
ABS Herbal Te 
0% Ampalaya/Bitter Me 


support for 


diabetics, 
Chara 
and tea 


for slimming, and 


lon capsules 


which are effective for helping 


prevent diabetes 


ACHIEVEMENTS 
Established in 1998, ABS Gen Herbs International 


Ihe Rising Star award, a 


special citation at the Sixth Golden Shell Awards 


(GSA) 2002. The award recog 


ed the companys 


introduction of the fimt Filipino ampalaya-based 
products as “diabetes fond supplement” othe 
market - ABS Bitter Herbs” capsule, ABS H 

Tea", CharaGen* Forte Bitter Melon (Ampalaya 
Tea — were introduced to the market in 2001 via 
the companys participation at the 


ducts Expo 
West (NPEW) trade fair in Anaheim 
California in 2001. For its highly 
d pr 
strategies resulting n the acceptan 
of ABS Biter Hest’ 
Japanese, and Middle East markets 
the GSA was given by the C 

nal Trade 
ns (CITEM), an 


emat Expositions 


and Miss 
p 


omats agency of the Department 


Y Trade and Industry (OT 

The Asia-Pacific Shoppers Choice Institut 
cited ABS Herbal Tea", as the Number One Herbal 
Tea Brand in the Philippines in 2004 for the 


preference. ABS Herbal Tea* is composed of three 


local herbs that are fier-ich and which flush out 
toxins indigestible food, and waste 


An independent survey of 


000 respondents in 


2003 showed ABS Herbs was the most recognized. 
herbal supplement company in 


sales among all herbal supplement marketers in the 


country. ABS Bitter Herbs became the top-selling 
ampalaya-based herbal product in the country 
They have likewise been recipients of excellence 


awards such as the Ni 


Award and the National Consumers’ Ex 
ABS Bin 


recognition from Watsons Personal Care Stores as 


Award. Just recently s Hesbs® received 


the Herbal Supplement Brand for he year 2005. 


HISTORY 
Company Founder and Vice President Grace 
Galindez-Gupana, a creative and hard worker, 


had always experienced boom-and-bust bu 


eycles - being successful in a venture, but eventually 
She used all the lessons she learned from her 


Lied businesses to work better with employees 


d 


clients, and saw her efiorts pay ofi handsomely. She 


containing Ac 
or ABS 
Ai present, ABS Herbs products 


ve Biner Supplen 


are made available in the US market 


rough Asian and Oriental stores. The 


mpany has also made proprietary 


boxes for Germany, Austria, and 


volume of CharaGen Ampalaya/Biter 
Melon Te 

The companys new products 
include Grace Virgin Coconut Oil 


which is good in boosting the immune 


system, Kolestrim* coconut fiber in caps 


These are 


available 


recognized drugstores and selected 


supermarkets in the Philippines. 


THE PRODUCTS 


ABS Herbs takes pride in its ABS Bitter Herbs 
capsules that contain what are called the *7 Power 
Herbs” - ampalaya (bitter melon), king of biners 


saluyot (Corchorus oliturius Linn), Yerba buena 


peppermint lagundi (Vite negundo) and malunggay 


The company claims that each herb has been 


thoroughly researched and is designed 10 act in 


conjunction with one another 10 
The WHO and the Phi 


well bein pine Department 


sified Ampalaya 
nis in ABS 


he seven ingredi 
Bitter Herbs 


dietary fiber shown to be beneficial 


ABS Herbal Tea" contains three 
herbs: Anise, Peppermint and 
Ampalaya. This unique combination 


is said to he 
body weight and shape. Unti 
this tea i said to 


promote the right 


other 


be gradual, allowing more time for 


he digestive system to a 


CharaGen* capsules 


tea contain carefully. selected 


Iis highly recommended for people with Diabet 


Mellitus and those who have a history of diabete 


RECENT DEVELOPMENTS 
ABS Bitter Herbs” is th 


sf herbal supplement 


ast Asia to have received. 


California, USA 


e 


and risk management k 


fety. lt has w 
" 


public health and standards and 


certified products 


developing America’s fist truly independent testing 


products have been appn 


the Bureau of Food and Drugs, produced ur 
Philhedbs Qual 


heck Program, 


Good Manufacturing Processes (GMP), are SGS 
tested and certified by the NSF Internati 
dw 


any. Diethelm (Philippines) 


ABS Herbs has recently part h a lange 


distribution con 


Inc., à unit of Swiss company DKSH 


the leading distributors of pharm: 
consumer healthcare products in South East Asia 
ily, ABS Herbs produci 


and the Philippines. Cu 


are heavily distributed in m and 


as in the country 


PROMOTION 
Today, ABS Hesbs products are highly visible through 


many forms of advertising -on large billboands along, 


Lakas po m 
tulong sa akin’ 


newspapers 
levision as well as 


ABS Herbs hit its highest point 


— Gary Valenciano, a well-known 
abetic, used and endorsed ABS Bitter Herbs 


all he media channels 


performer and medical d 


sho endorsers 


The company also achieved a higher notch o 


its credibility when former DOM Secretary and now 


Senator oan Flavier, M.D. used. sed ABS 
products. Sen. Flavier is the author of Traditional 
and Altemative Medicine Act TAMAI, “Sampung 


Mal 


BRAND VALUES 


One only needs to look at the roste 
product testimonies to appreciate 


sportsmen. p 


ones, and jeepney drivers, have 


fond word to say about the products 


The ABS Herbs logo and is dominant green and. 


yellow colors are easily distinguished even in trade 
taie crowds 
The ABS Herbs plastic bag is much desired for 
inside 
as the vibrant freshoess, heal 


prse product 


giveaways tu othe warm color o 


wellness that green connotes, 


- 


= 


Undoubtedly, ABS Herbs and is product logos 


enjoy the trust of its users. ABS Herbs has become 


a very strong brand are proud of 
because it is successful in the local market and 
fast gaining popular acceptance worldwide 
Indeed, from very humble beginnin 
Galindez-Gupana and her p 

long and well into Philippine ma 


YOU DIDN'T KNOW ABOUT 
ABS HERBS 


+ Grace Galindez-Gupana narrates that 
while in the US she met an Afric 
American who asked her to look for 
certain weds and herbs in the Philippines 
that he wanted to use to make herbal 
supplements, He gave her processing 
procedures and promised to pay US$5,000 
dor her research. When she returned 10 
the US to look for him, she never found 
the herbalist. Using the seeds and herbs, 
she studied formulations primarily utilizing 
bier herbs. The rest is her success story. 

+ The NSF International certification is a 
significant proof of Global Standards 
Compliance that allows the sale of ABS 

| Herbs products in countries where the 
NSF logo is an accepted proot of quality. 
M has effectively transformed ABS Herbs 
International Corporation into a proudly 

| Filipino global corporation. 

+ ABS Herbs sources 90 percent of its 
raw materials locally thereby providing 
livelihood to thousands ol farmers, 

+ Each herb in ABS Biter Herbs capsule has 
Jong been used to improve digestion and 
10 remedy common household illnesses: 
—— — 

digestion, peppermint leaves 

—— cinia 

| af phytonutiens. Not many Filipinos know 

| thar these herbs can be grown in one's 
‘own backyard. 

| + ABS Herbs recently joined the thriving 
coconut oil industry by launching its own 
brand of virgin coconut oil - Grace Virgin 
Coconut Oil and introduces Kolestrim - the 
first coconut fiber in capsule. 


Superbrands 


THE MARKET 


resulted in a sports boon. In 


longer are sports confined to school age youth 

fessional level. Throngs of peuple in all age 
brackets are taking up jogging, working out on a 
regular basis in their own homes, joining fness and 


action, cycling, playing badmi 


‘or pickup basketball 


waliy Accel products, is a wholly F 


ionados, who seek "val 


roducts that do 


certain to keep. 


unabated, as is Accels e in an industry Among the n comumer accolades 


past dominated by fo nore garnered by Accel is 


Asia-Pacific Excellen 


Awards (APEA) 


ACHIEVEMENTS 


Companys © National Mother's day & Fathers Ds 


ups of becoming The Official Outfitter of Tean Committee amd the National Consumer 
Philippines: competition in both the 2003 South Eas Altis Fo 

Asian (SEA) Games in Hanol, Vietnam ar 004 Out 

Olympiad in Athens, Greece. Each me 4 Fam 

contingents was supplied with Acce + 2004 National Consumers Quality Awardee 
bag, backpack, cap, taining shoes, c 2004 Top Sportswear Brand for the 22nd An 


Just as sig 
With PBA Properties, In 
it the exclusive 


amy, Sporteum inked! a contract Cho 
dee 


ve Awards 


2004 Consumers Choice Awardee 


for all Philipp! 
IPBA) teams, the fir 


Basketball Associatio 


Also covered by the 
bags. Ad 


the PBAS compe 


ally, Accel out 


N Text Pho 


21 Express, Talk 
Ginebra Kings. 

At the collegiate level, Ac 

Y UAAP La Salle 


Adamson Soaring Falcons and U. S. T. 


those n Stags 
San Beda Red Lions, J. R. U. Heav 


the NCAAS San Seb 


Who in the Phil 


umers Choice Awards (CCA) 


nes and the 19th Annual 


anding Sports Brand for 


the 20th Annual National C 


* Philipp 


Marketing Excellence Awards 


1004 Most Outstanding Badminton Shoes 


Tribute 


. nal Shoppers’ Choice Annual Awards: 
5 Most Outstanding Badminton Shoes for 
he Most Outstanding Companies and Brands 

in the Philippines Awards 
HISTORY 
Sporteum Philippines, Inc., proud owner of the 


Accel brand, was incorporated on July 6, 2001 


is majority stockholders are Philip R. Go and 
Wilfredo Ortiz, formerly Managing Dire 
and Financial Controller, respectively, of Ad 


Sporteum are Technical and Soun 


Luisito Laroza and Sales Director Andres de los 


Adidas Philippines. 


These four pillars of the Company have accumulated 


experiences in the sports industry totaling 


re than 100 years, tracing back to Rubberworld 


The Company 


in Go's house in Libis, Quezon City with only 


Waho 


ine, computer and 


a much capital, the group skillfully convinced 


actories in China to deal with Sporteum, ini 


The Company also persu 


take in their up-to-tha 


brand, and 
few PBA pl 
basketball footwear, 

The Acce 


brand has since undergone 


velwork of 206 outlets nationwide by 


By September, 


established, 


tothis phenomenal success is Accel qua 


emely affordable pr 


This stems from management's s 


conviction that Filipinas had long been 


paying too much for athletic footwear. apparel and 


companys expressed 
marketing and pricing strategy to completely ou 


a purchaser with a pair of shoes, shirt, shorts, 


and socks all tor the price ol a single pair of fore 


branded sneakers wit 


apparel or accessories 


THE PRODUCT 


d shape 


footwear, lts basketball line is prominent. with 


‘ut models coming 


les and colors and 


jackets or sweat suit 


nd jogging pants. Sports bags 


ound with the 


le gym bags 


such as head bands, wristbands, 


dynamic in keeping its entire Accel product line 


contemporary, innovatively stylish and attention 
abbing -simui ng 


integrity and comfort. Towards this end, Spe 


Continually manufactures prototypes and test 
markets them, following up with ful 


onvert alike 


runs of those perceived to be be 


consumers and first-time A prominent 


‘buyers that a particular style is not likely to 


ye market and lose is prestige because it 


RECENT DEVELOPMENTS 


In line with Accels f 


onviction that three-point 


shooting skill is what Philippine basketball needs to 


arena now dominated by towering players, former 


t shooting standout, basketball 
ippines and now Barangay Ginebra 
Allan Caidic signed with Accel 


reside over a three-year p tagged the 


in Luzon, more than 3,000 players participated, the 
top ten best shooters in the national championship 
round will attend a basketball camp specifically 
aimed at honing three point shooting skills. This 
will be personally supervised by Allan Caidic 


f. thos its name: The 


in another development, the company 
mw actively d in the manufacture of 
Fuskertalh volleyball, soccer balls and badminton 
shuttlecocks, a strategic move certain to bolster is 


PROMOTION 
Apart from using traditional tri media for advertising 
its Accel products. Sporteum is irrepressibly 
creative in the wide range of promotional 


onhips the € ains an extensive 


an basketball c scale 


Aly sponsors some of the annual premi 
Open, 


leagues such as the IVC Badmint 


Shakeys V.League and the Mitsubishi 


International Junior Tennis Championships. 


Wt has also sponsored beach volleyball, collegiate 


biking 
the SM Philippine si 


the US, and Thailan 


sing team that competed in 


Is frst sports figure spokesperson, endorser and 
ve highly popular Asi Taulava, whose 


bull. 


durability 


sport 
of basketball is luminous 
Accel athletic 


Capitalizing on the sports e 


eme popularity 


using the names Y the sports 


8 

Jayiay Me 
—* 
has The Trig 


Ginebra Mark Caguioa has The Spark, 


sbrand has The Fast, and the premier 


man, a well-earned moniker from his 


long-range shooting prowess. Th 


wolved in the design of their respective s 


and fist time in the history of Philippine 


sports that athletic shoes h: med after 


promotional process of Accel'sthrus to eventually 


be identified as a sports brand that the country 


an proudly call Filipino -in 由 


way that Nike is American, Adidas is 


c s Japanese, Prospec 


BRAND VALUES 


Presently the Company is the 


nber one sports 
pines, and 
n ive Sporteum is worki 


ort, durability, 


nal thrusts, 


distribution networks, and, bur 


The brand Accel is 


stands at the apex of 


sports brands in the Philippines - the mark of a 


petbrard 


* Because of Accals phenomenal success, 

Sporteum Philippines, Inc., was able 
| to secure major distributorship of Nike 
products inthe Philippines and has become 
‘one of its top distributors. 


+ For the equivalent price of one pair of | 
foreign branded sneakers (without a 
single piece of accompanying apparel or 
accessory, Accel can completely outfit a 
purchaser with a high quality pair of shoes, 
Shit, shorts, bag and socks, 

* The companys the exclave manudacturer | 
and distributor of the Manny Pacquiao 


— See) 
Superbrands 


TS 


Am 2f 
S— 


SAGOT KO, PADALA MO! 


‘unmatched, world clas service 


THE PRODUCT 


ting o packing 


this easy with Air21. The products 
Air brand name include 

Air21 Sulight. The 
packs come in Small and Big si 


Alr21 Hebigat. These fat 


d provid 


Air21 Bigahe. A21 y 


only Ai?! can p 


shipments to any part of the country, Al 
Don 


Agent personal 


pping liners. Customers have the option to ethe 


have the consignee pick up the shipments at the 


destination or have these delivered r 


por 


the comigneeh d 
Air21 Cargodega. Beyond just receiving 


shipments, Ai2| can provide w 


— 


like storage, picking and packing, crating and 


can transport 
f the country 


RECENT DEVELOPMENTS 


Air21 recently completed a joint venture with 


on. Philipine Transwori 
Philippine Sumitrans in order to penetrate he rich 


Japanese accounts in the country 


PROMOTION 


among courier companies. 


THINGS YOU DIDN'T KNOW ABOUT 


AIR2I 


Although Air21 carries a multinational | 
brand, tis a company run by an al Filipina 
team, 

Air21 Chairman Alberto Lina's fascination | 
with the No. 21 stems from an experience 
he had decades ago, when he lost his job 
‘on June 21. He put up his own airireight 
business, hence he birth o he word Air2 1. 
Chairman Lina never hesitates to tell his 
story to anyone, who would care to listen. 
to inspire budding entrepreneurs o turning. 
defeat into triumph. 

Fist to use supertrackers in the Philippines. 
Supertracker is a handheld device 
that encodes the movement of every 
FedEx Shipment. 

First Global Service Partner (GSP) of Fedex 
network in Asia Pacific to be certified 10 
150 9002. 


First to launch SMS package tracking in 
the country. | 
First to launch a 24/7 Customer Service 


Superbrands 


THE MARKET 
lectrical appliances have been regular fixtures in 
homes and offices for decades now. Over time 

the safe production and manipulation of electricity 


has led to 
various units o society to manage their affairs mo 
etficiently. From electric fans that cool and refresh to 

eat bread and food, to blenders 
o juices, electrical appi 


proliferation of products that enable 


oaster that 


that tum fruits 
have wuly moder 
to do more with les effort and time. 


ized the home and allewed people 


The Philippines, with its warm, tropical 


mate, has been a particularly thriving market for 
electric fans. One of the most flexible, durable and 
app! 

very litle electricity and function as good alternatives 

o more high maintena 

apparatus. Moreover, they can be setup in a variety 
used in a wide range of personal and 

settings, 


inexpensive kinds of ho 


types of cooling 


his home appliance industry, 


ly inthe electric fan segment, that 100 percent 
Filipino-owned Asahi Electr 

Copo 

managed enterprise 


Vds out as a market leader. A well 


in by dedicated, honest and 


professional businessmen, it has dominated the 


local electric fan market for the bet 


years, doggedly pursuing its objective to become 


the publics "number one choice" as well as to be 
efter thin anyone eke” through design innovation. 


and cutting edge 


echeology 


ACHIEVEMENTS 
Asahi Electrical Manufacturing 
onsistently produced high quality 
home appliances at afordable prices. Competing 
on the basis of quality rather than peice, it is well- 
known for superior product workmanship and 


low service return rates. Indeed, even with annual 
service returns of just 0.003 percent - an impressive 


Asahi Quality Assurance Department still works 
double time to strengthen quality objectives and 
surpass world standards 


that the company has maintained for decades 


recognition of its long-term commitment 
to quality, the Department of Trade and Industry 


Asahi the Bureau of Products Standard 
in 2000, thereby 
acknowledging its operating procedures as truly world 


DT) gm 
Quality Assurance Ce 


class. Asahi has been awarded by representatives 
from the market aswell For here consecuti 


covering 2003 10 2005, the Consumers Union of the 
Philippines named the company the country’s most 
Outstanding Manufacturer of 


mt hom four — 
AAA ro oo too ert 


2 MANUFACTURER OF |... 


per annum for several years now 
m: e products are distributed through 
— ⸗ 
TA. mae a nationally encompassing network 
ol popular appliance stores such 
as Shaemart, Abemon, Automatic 


HISTORY 
Established in 1982 as an aspiring entrepreneur 


business, Asahi first caught the attention al the 


market with its “Spiro Aire” electric an, a unique 
fan that could be converted to and fram a floor 
a desk fan, a ceiling 


the company employed only four workers and was 


fan and a wall an. Back then, 


supervised by the owner himself 


E 


Spiro Aire was well received by the market, 
mot just for its convertibility, but also because users 
could flip its rotating disk hack and forth as well 
as up and down, and thus manipulate the flow 
of ait. Despite two years of successful operation 
however, Asahi was forced to 

owners residence following a socio political crisis 
hat struck the country. Despite the odds though, 
the company was able 1o convince ts Metro Manila 
and provincial network of dealers to continue 


Carrying ts products 
After several years of small-scale but stable 


business operations, Asal 
Corporation 

to a three-story fac 
San Juan. in 1992, it acq 


meter lot in Pasig for possil 


ing 


who produced 1,500 uni 
appliances. every 
lis total number of 


however, has since reached 300 
and is till 


The company has been 


Puregold, Uniwide, Gaisano's, 


Ocampo‘ a 
stores are located not only in Metro Manila but also 
ted municipalities in 


Luzon, Visayas and Mindanao. 
0 1996, Asal 


in Cebu to cater to the needs 


and highly popul 


erected a stock warehouse depot 


he area. It now has 
a similar depot in Davao, 


THE PRODUCT 
approximately 500,000 units of household 
appliances yearly, each manufactured in strict 


compliance with the company's principles that 
combine to produce superior workmanship: 
durability. good aftersales service, medium- 
range pricing, brand leadership and a 
trendsetting design. Above all, the company 
es im total customer satisfaction 
and puts a premium on producing home 
pliances that meet established standards for 
quality and safety. 
lis range of products has grown 
exponentially over the years. Following the 
success of “Spiro Aire” are approximately 35 
difierent models of electric fans, many of. 
which apply cutting edge technologies 
that have yet to be adopted by other 
manufacturers. ts electric fan product 
u Tower fans, desk fans, stand 
dans, industrial fans, wall fans, exhaust ams, 
coiling fans and virtually all other types of 
fans e being sold in the market 
Aside from their bright colors and user 
friendly designs, Asahi electric fans stand 
out because of their no rust, low heat, low noise 
and all-aluminum motors. These motors are made 
from Japanese magnetic wire winding, carbon 
steel shafts, brass bushings and carbon ste! rotors 
and stators — thus ensuring 
durability and maximum safety 
Yet while i's primarily an 
electric fan company, Asahi has 
kinds of home 
appliances to its product stock 
including flat irons, weighing 
scales and wall clocks, 
as kitchen appliances such 
LPG and electric stoves; pressure 
‘cookers, oven toasters, kettles, 
blenders and other kitchenware 
Combined, As 
‘offerings now compris 
i models of appliances. 
vs used in households all 


s well 


INS pro 


bei 
‘over the country 


RECENT DEVELOPMENTS 
Presently, the company is gearing towards a langer 
scale, even more modernized enterprise producing 
houschold electrical appliances of superior quality 
has adopted he 1EC-335-1 quality control metho 

n the production of 250,000 units annually 


diverse product lines. Fully transparent, 
‘Asahi features all appliance models on 
separate sheets, with specific details on 
the materials used on them. From simple 
one-page leaflets to thick, booklet type 
brochures and catalogues that discuss 
the background of Asahis technology 
at length, the company's promotional 
‘efforts are consistently informative and 
direct to the point. 

BRAND VALUES 
Through the years the brand name Asahi 
has come to represent the growth of 
the home appliance industry. Ws 
linguistically distinct name is largely 
forward looking, and communicate the 
need to continually look for new ways 
to improve. Indeed the brand is widely 


This method is considered the most 
complete and accepted quality control 
system in the world. 
The company also introduced a new 
kind of electric fan to the market. Amid 
consumer demands for products that 
promote health and wellness, Asahi's 
clusively distributed “ION” fans are 
starting to gain popularity for their ability 
to produce anti pollution elements. Using 
new technology that deactivates and 
substantially reduces most airborne mite 
allergens they prevent allergic respiratory 
reactions such as bronchial asthma, atopic 
dermatitis and allergic rhinitis. Indeed, 
laboratory tests have proven that these 
in converting sagnant 
air to fresh ait, similar to what may be 
inhaled during a morning breeze. And 
since these fans don’ use fits, they 
don't get dirt clogged as well 
Kren on helping s customers 
save on electricity, Asahi also expanded 
high- 
end, remote-controlled electric fans 
While other fans can only be set to 


the “timer” feature in some of à 


tum off at à specified 
ime, Asahi designed its 
fans so they can be set 
o tum on at a specified time 
as well. Completely wireless, 
this feature enables Asahi 


customers to switch from 
it-conditioning to elect 
fans without waking up in 


the middle of the night 


PROMOTION 
Asahi uses print and radio 
advertisements to promote its 
products. The company publishes 
press releases in the Philippine 
Daily Inquirer, BusinessWorld, 
Cebu Sun-Star, Woman's Today 
Women's Jounal, and other broadsheets and 
magazines distributed to a substantial number of 
homes. During the fst hall of the decade, Asahi was. 
also actively promoted by the Sex Bomb Singers, an 
all-girl group highly popular with the masses. 

The company regularly produces and mass 
disiributes numerous point al purchase (POP) fliers 

that provide more information on its highly 


recognized as cutting edge, associated with efforts to 
introduce the latest technologies and methodologies 
in home appliance manufacturing, 
Asahi is likewise associated with superior 
ct fon bacalao of. de cui S 
extremely low service etur ra 


but because of 
its determination to leam from even the smallest 
mistakes. as manifested by it willingness to engage 
customers in dialogue. Indeed, Asahi has made 
a practice out of inviting dealers and customers 


» visit company headqua 
feedback on how Asahi c 
quality workmanship, 


they can give 
further attain good 


THINGS YOU DIDN'T KNOW ABOUT 
ASAHI 


l 
i 


the optimism and 

he company. 
+ One of Asahi's newest products, the 
Electric Fan with lonizer, i the only one 


iii 
Hit 


THE MARKE: 


Medical Group Inc. 


they expanded th 
strategically located clinics, each of which is operated 
by a team of exceptionally 


business to its current six 
ained specialists who 
the-art equipm 

Ys dermatological and surgical needs 


What started as a doctors dream more than 

igo has quickly tumed into reali. 
the years, Belos revolutionary treatments 
ts who, 
upon experiencing what the group has to offer, keep 


a decade 
Over 
have resulted in à steady stream of cli 


Coming back for more 


THE PRODUCT 
Belo Medical Group offen a wide range of cosmetic 

iments designed to enhance 
ural beauty. 


and reviv 
approache 
surgery, Belo is now widely known for its extensive 


from mild topical 


jessive procedures such as 


use of lasers and radio-frequency technology. 
Unlike more Invasiv 


techniques 
these cause less trauma to the 
skin and enable faster recovery 
advantages that have since 
inguished Belo work. 
in all its procedures, Belo 
believes in giving its patients the 
benefit of a “natural look 
are the days of the pulled and tight 
look of traditional face lifts oF the 
noticeable bridge of nose lifts: its 
stat of w 
specialists and aestheticians work 
hard t 


rained doctor, surgical 


ensure that an improved 


appearance does not come with 
the telltale signs of major surgery. 
Belo believes in “creating bet 


ons" of its patients, effecting results that are 
almost always seamless. 

Aside from facials, peels, lifts, liposuctions, 
augmentations and other standard 
procedures, Belo also offers cutting-edge treatments 
that patients have difficulty finding elsewhere 
The latest ones include Thermage, the only non- 
invasive treatment that tightens skin, defines 
facial contours and produces healthier collagen 
after a single session; Mult-Clear, a revolutionary 
technology that effectively and safely treats common 
skin disorders as well as aesthetic conditions such 
as stretch marks; and Smartipo, a new, state-of the 
art machine used for better liposuction result 

Belo uses products and techniques that atack 
the rots of problems, and not ones that simply keep 
them at bay. For instance, one of its more popular 
‘products, the Obagi Skin Health Restoration System, 


ie 


not only offers improved skin care, but improved 
skin health as well by resto the cellular 
level, Because of this and much more, Belos patients 
enjoy significantly greater value in the services and 
treatments they receive from any one of is clinic. 


ing shin 


RECENT DEVELOPMENTS 
Belo Medical Center continues to expand and will 
soon be opening another clinic in Rustan's Maka 

and expanding ts Greenhills operations. The former 
will cater especially to the needs of men (Belo for 


while the latter is being billed as a one-stop 
aesthetic and re 


pensation center complete with a 


‘cole shop and a beauty salon. 
— introduced a east one new technological 

y since it opened is 

doors to the publi, Belo ensured that the last wo 
years would be no different. in 2004, it began using, 
Electro. Optical Synergy (ELOS) Technology, which 


breakthrough every single w 


the skin, les bruising and swelling, 
and better skin contraction. In 2 

— seven new treatments 
Aside from Thermage, Multi Clear 
and Smartlipo. 


include Carboxytherapy, VBeam, 
Fraxel, and Jet Peel. 

Meanwhile, the group has been 
marketing Belo Beauty Vacations 
abroad. A strong supporter of the 
Department of Tourism (DOT) and 
DOH) 
efors to promote medical tourism 
in the Philippines, Belo is focusing 
its efforts towards making the 
Philippines the beauty hub of Asia. 


Department of Health's 


PROMOTION 
Having catered to numerous actors, models and 
media personalities, Belo Medical Center benefits 
significantly trom the endorsements and testimonials 
of some of the country’s most famous faces. 
Is current group of endorsers include TV talk show 
ost Kris Aquino, as well as singers Pops Fernandez. 
Regine Velasquez and Zsa-Zsa Padilla, Much of 
Philippine society's notable women, including 
Susan Reyes and former Miss Universe Margie 
Moran-Floriendo, also frequent the Belo Medical 
Center for their aesthetic needs. 

Meanwhile, Dr. Vicki grants interviews to TV 
shows and newspapers that feature issues conceming 
Asian skin. Abroad, her speaking engagements at 
Intemational conventions of reputable associations 
‘open the eyes of foreigners to the existence of a 


LI 


technologically advanced yet affordable cosmetic 
center in the Philippines. She personally promotes 
the Philippines and medical tourism, through 
various talks and seminars held in the Philippines 
and abroad, 

The dream to make the Philippines a verital 
beauty enhancement destination has also led Dr 
Vicki to embark on public relations campaigns 
abroad, Her effors have not gone unnoticed. in 
September 2004, Allure Magazine quoted her as 
e Aptos Thread Non-Surgical Faceli 
procedure. She has since been contacted by other 
US. publications to discuss other topics such as 
male vanity and medical tourism. 

Although initially regarded as controversial, Belo 
is partially responsible for making advertising for 


medicine mainstream 


BRAND VALUES 
The Belo Medical Group is alto symbolic beca 
of its name. represents Dr, Vicki Belo, 
the groups medical director, whose 

face are almost as familiar as the celebrities she 


ime and 


treats. Since founding her high-profile serv 
years ago, Dr. Vicki has been accorded many 
prestigious labels, among them "Doctor of the Stan’ 
The Ambostadress of Beauty”, and her group, “The 
Empire of the Pretty 

Indeed the center is often synonymous with 
Dc Vicki herselt, is credibility and prestige hinged 
on her ability to introduce even more treatments 


pen more clinics, and acquire more cli 
“Belo” ls often associated with class, credibility 
sometimes even controversy. It means different 


imately, it will 

ingness to 
fe access to 
‘the newest and the best in the field of cosmetic 
dermatology and surgery 


things to different people, y 
always be associated wit 
give Filipinos from all walls of 


the wil 


THINGS YOU DIDN'T KNOW ABOUT 
BELO MEDICAL CENTER 


+ Belo Medical Group patients range (rom 
at young as eight year old to as old as 
seventy plus years. 

* A substantial number of male patients go to. 
Belo. As of the mid-2005, the centers male 

vn from 20 percent to 30 

seal escalating 


market has. 
percent -a 
in line with the current metrosexual male 
‘market trend. 


All surgical procedures at Belo are 
the convenience oftheir own homes. 


Superbrands 


THE MARKET 


utilities, the supply 


— n det 


ade of households stil collect 


water via their community poso (w 


bon toting po 
ne, they take hold o 


under which hundreds of kilomete 


have already been laid ~ experience water 


shortages. Whether due to inadequate facilities, 


gor just plain water scarcity, home 


sill being disrupted 


by undependable water supplies. Over time 


resulting 


0d inevitable pr 


d people to look or other ways to secure a 


1 supply. They demanded a product that 
would allow them to gather and store water even 
if not in use, so that a sufficient quantity of 
id always be available notwithstanding the 


* supply at any given tir 


products ar 
from “Bestank”. A manufacturer 
of high quality water stora 


Bestank 


tanks and seve 
related. products, 


has captured a bigger slice of 


the water storage market, more 


iny other competitor 


has over the past 20 years, 


Marketed mostly to residential 


industrial users, Bestanks extensive range of quality 


products has protec 


d thousands of customers from 
carry on normally with every day household 


potential 


them 
and business activit 


ACHIEVEMENTS 
Bestank has mor 


adding new products and 


Since it first opened in 1 


than doubled in size 
considerable 


its scope of ope 
and sales, from water storage tanks, it 


panded 


range pumps, bathroom and kitchen accessories, 


and garden products. 


The consistently high quality and durabi 


ofits goods did not escape market and indu: 


notice, as evidenced by Bestank numerous 
citations and awards. In 2004, it was declared 
Number One Water Tank Manufacturer (National 


al Shoppen: 


ie Award, and Most 
e Tanks by 


Dangal ng Pilipinas Annual 
Award. Coming irom wel 
epresented customer groups 


Bestank’s leadershi 


with the Philippine 
Meanwhile, the Parangal ng Bayan Foundation. 
Inc. acknowledged Bestank as an Outstanding 

That same 


Manufacturer of Water Tanks in 200 


year, Bestank was als cited as the Most Outstanding, 


Water Tank Manufacturer (National by the Philippine 


Marketing Excellence Awards. Most recently. it was 


declared a Superbrand by Soperbrand Philippines 
for 2005 and 2006. 
Bestanks official awards and citations point to a 


rare blend of industry and market leverage. a status 


| 


only truly high. 


n showcases 


ompany has managed to achieve - respect and 


m 


significantly over the years 


that enabled it to grow 


HISTORY 


facturing Corporation began selling 


Bestank Man 
highs 
then, all of is tanks were ma 


ty water tanks in September 1979, Back 
X polyethylene (PE 


a thermoplastic commodity heavily used in a wide 


range of consumer products beca 

malleability. Under the leadership of Me. Lian Ta 
m of Chinese descent, the company 

"^ 

spot among local manufacturers of PE pl 


ve number one 


sto 
ink manufacturers set 


As more water storage 


up shop, however, Bestank became even mo 
tve, expanding the size of its manufacturing, 

and upgrading its 

faciles to meet the growing demands of the public 


* 
area, increasing is work force 
I subsequently oriented all o its targets to achieve 
as vision, which sto become the benchmark against 
which all other o 


nizations in the same industry 


are compared. 
In 1992, Bestank began manufacturing and 

distrib. 

its PE stock. In 1997, it added pressure tanks 


ts. and in 1998, it began 


ing stainless steel water tanks in addition. 


—— BESTANK 


The Name of Complete Quality Tanks 


THE PRODUCT 
Today, Bestank Manufacturing 


BRAND VALUES 


Whenever Filipinos shop for a wa 


Reliability within 
your reach 


RECENT DEVELOPMENTS 


mH 


YOU DIDN'T KNOW ABOUT 
BESTANK 


+ Bestank is known foremost for its long- 
lating water tanks, ut the company also | 
| 


offers other high-quality products such 
as pumps, pressure tanks, kitchen sinks, 


+ Clients can discover everything | 
develop products about Bestank, including whether or | 
Y technolog not there's a Bestank showroom near 

their home or office by logging on to 
PROMOTION aa de 


+ Bestank’s service includes customizing 
tanks according to client specifications, 
subject to size and capacity ranges. 


= Bestank’s polyethylene tanks are unaffected 
by acids in the soil and internal gases 


brass valves and pipe fittings, created by sewage. so they don't deteriorate 
— compresor, in the same way concrete ones do. 


They are also made from UV-inhibited 
plastic to retard the sun's harmful effects. 


faucets. ln 2005, it began importing 


gardening prodi 


ts, subsequently 


2 Superbrands 


THE MARKET 


TE mt mañas in the Philippines is a 
dynamic one, not only because of the country’s 
growing population and its robust consumption 
practices, but particularly because Filipinos relish 

tomay choice 


ings are biscuit 
products, nota 

that BluSkies h 
d affordability. 
y 
exceptional 
‘one that has made 
dout wi 

its flagship plain 
market, with its ict 
for money. Then there 


crackers, It is in this category 


established a reput 


ny reasons for the companys 


dive 


ty o is product 
ts BluSkies products 


cheese, spring onion, milk, sesame 
that attract consumers from classes A and B who 
want something extraordinary and unique tasting, 
The Blaze, Fish, and Skybites are tastier and healthier 
alematives to traditional junk food. As such, they 
appeal to a younger demographic spectrum namely 

children, adol 
Market tr 
continuously and increasingly for variety in the 
biscuits they eat. Other factors that can be atributed 
to the company's growth include value for money 
packaging, and ease with which the products can be 
‘consumed. ludging from these criteria. the thriving 
track record of BluSkies indicates that its range 
(of products precisely addresses the needs of an 
yrket irresistibly attracted to snacks and 


is reveal th 


consumers look. 


expansiven 


inbetween meals. 


ACHIEVEMENTS 
e phenomenal growth it ha 
in a distinctly short period of time, 

received many noteworthy ac 
the citations that F 
its BluSkies product line have gamer 


achieved 
Skies has 
ades. lut 


Choice Food Corporation and 


+ 2000 and 2001 - Most Outstanding Supplier 
awarded by SM Supermarket, Inc 

* 2004 Buyers’ Choice Award - Most Outstanding 
Assorted Biscuits and Crackers Brand 

+ 2005 Parangal Sa Pamilyang Pilipino 
Family-oriented Cracker Biscuits Brand 

* 2005 Philippine Business Excellence Awards 

Number One Crackers Brand 


Best 


1 
1 
1 


WITH FIBER LOW IN SODIUM 


Enjop a 
cHealt y Lifestyle 


with a 


Healthy Cracker. 


LOW CHOLESTEROL SUGAR FREE 


ther inspire First Choice 

trate on its core 
nce and passion: to produce 
gh quality asting and healthy products 
Because of this, the tend of receiving additional 
awards shows no signs of 


of compet 


HISTORY 
Despite its present position as one of the leading 
biscuit manufacturers in the Philippines, First Choice. 
Food Corporation is also one of the youngest. The 
ished on une 10, 1993. For the 

next two years, the construction of its building and 
the installation of machinery took place. Shortly 
after, the company's first product, Chief Sandwich 
crackers, was launched. By the time it had completed 
its fit full year of operations in 1996, BluSkies 

h and Creamy cr 
1997, line one of the company's production plant 
was being fully utilized to meet the h 
for its products. This spurred the 
installation of the plant’ ine two - a technologically 
advanced, top-o-the-tine machine from Europe that 
effectively tripled production capacity by 1998, 

The years 1999, 2000 and 2001 were exponential 
growth years, culminating in the birth of BluSkies 
Sesame and Spring Onion crackers, 2002 saw the 
deployment of heavy bus and billboard advert 
Primarily motivated by some market cont 
‘experienced the vear before. 

The 2003 launch of BluSkies choco cream in 
the one peso format was an instant success, while 
the continued success of BluSkies Spring Onion 


company was est 


kers had been introduced. By 


ichers and BluSkies sandwiches theo 


category there is B 


‘crackers with chili and garlic. as well as Graham 


wheat crackers made 


The nevly-launched B 


The country's FIRST 
spring onion crackers. 


RECENT DEVELOPMENTS 


PROMOTION 


In addition to radio as well as bus and 


consistently produce high quality, healthy, del 


ides garnered in the years 


| * Bluskies Multi-Grain Cracker is the 


BRAND VALUES 


d Corporation is resolved to 


ey BluSkies products. The 
the companys operating and 
netting the BluSkies brand 


lating 


THINGS YOU DIDN'T KNOW ABOUT 


BLUSKIES 


+ Bluskies chalked up the Number One | 


Biscuits Brand at the 2005 Parangal Sa 
Pamilyang Pilipino and Product & Services 
Excellence Awards. 


Astutely leaving behind manufacturing 
methods and practices associated with 
traditional tastes, BluSkies developed 
and produced the very fint Spring Onion. 
flavored cracker in the Philippines. 

+ BluSkes Blaze is a uniquely healthy snack 
choice. Extremely flavortul like snack foods 
‘but with zero cholesterol and lesser fat 
than com chips because BluSkies Blaze ls. 
‘baked, and not fried! 


* The new BluSkies Milk, was an immense 
success during its launch month, a 
trend that has continued unabated up 10 
the present. 


new addition to the BluSkies Family 
which is perfect for the heath and diet 

conscious consumers. tis with ibe. low in 
“cholesterol, low in sodium and sugarire. | 


This makes deting flavorful and exciting. 


Superbrands 


THE MARKET 
nthe vast corporate world, aggressive developers 
boldly 


channel oceans of resources to 
! changing the 


can lay claim 


ture technology aimed 


landscape of the future. However, fe 
toa heritage of quality and excellence that spans 120 
and the sparks of creativity that propelled 

vations in automotive, industrial and 


^ Robert Bosch GmbH owns 
up to the noble responsibility of sustaining the 
development of the entire Bosch Group. With 
some 250,000 associates worldwide, it continues 
ad the revolution 
ering le-impired creations that 


broaden its commitment to 
intechnology. d 
remain one step ahead of the 

In the Philippines, a diverse arena of mar 
exists for Robert Bosch Inc 
of Robert Bosch GmbH 
he Bosch group's Southe 
Specifically ese markets are present in the 
within six of. 


a direct subsidiary 
ind an i 


egral par of 


mother companys 15 divisions 
Automotive Alte 

Multimedia and Sec 
divisions represented by appointed local a 
aging Technology and Bosch Rewoth 
for Hydraulic Systems and 

Flexible Automation Systems. 
in line with the 
growth is the he 


Tools, 


Power Car 


country’s robust population 
— expansion oí he automat 

industries. 
wpanies and topnotch 
d use the highest quality 


repair 


This as construction co 


automotive dealers stoci 


© BOSCH 


Invented for life 


tools, car parts and accessories manufactured 
by Bosch 

Bosch technology has also benefited the 
country's pharmaceutical, confectionary and food 
industries in terms of providing state-of-the-art 
packaging facilities. Likewise, Bosch Rexroth has 
expanded its coverage in a wide range of local 
industries - cement, construction, mining, steel, 
shipping, paper, and even energy 


ACHIEVEMENTS 


ous historic a 


Apart from 
the company has chalked-up impressive awards 
on both the domestic and i 
In 2004, Bosch worldwide be 
supplier of automotive technology, brought about 
by its broad scope of original equipment and 
atermurket products and is progressive relationship 
with several car manulacturers 
A few other noteworthy accomplishments: 
+ Locally awarded the Best Sparkplug at the recent 
2005 Marketing Excellence Awards as vated by 
a vast panel of consumers 


‘omplishments 


ame the largest 


* Power Tools was accorded the Consumers’ 
Choice Award for the "Most Outstanding 
Construction Tool Brand" in 2004, as conferred 
by the Consumer League of the Philippines 
Foundation (CONPHIL) Inc 


* Bosch is the only company in the 


autometive aftermarket business that 
recognizes dealer sales achievements. As such, 
to date the company has sent top sales achievers 
to Australia, New Zealand, Denmark, Norway 
Spain, Brazil, Germany, Thailand, Malaysia 
China and Hong Kong Disneyland. 


—— 


BOSCH 


Invented for life 


* meco 
an aftermarket 
workshops via the Bosch Car Se 
Ht ako pioneered the fist Bosch Diesel Center 


npany established the 


ice concept 


le of repairing complex diesel pumps in 
the Philippines 

The 
distrib 


purs 


channels through tie-ups with loc 
business partners. To date, it has established 
presence through more than 600 ni 
backed-up by a network of 
service centers and authorized service outle 
while additionally opening-up new rev 
Visayas and Mindanao. 


dealers ind diesel 


HISTORY 
Bosch’ presence in the Philippines dates back 
the year 1926 when it began distributing is early 
ducts through an appointed agency: Inthe 1950s, 
FE Zuellig achieved exclusivity for the 


distribution 


— Bosch products in the co 

a halt-e in 1995, 

the company entered into a partnership with 

FE. Zuellig and established Robert Bosch 

In 2004, Rober Bosch Inc. took full control of its 

operations in the Philippines. Also, the same 
ing of the company's logistic 

— providing ts vast client 

day delivery of products within Metro M 


Then, almost otury later, 


marked the ouo 


ch 


STATION 


modern-day alternator. Its philoso 


growth since its 


Bosch is also a leader in f on 


headquartered at its Ayala Avenue, Makati Cit 


In the meantime, the Bosch Group remains 


us ol Bosch'stop-ok-the 


ldwide scope 


THE PRODUCT 


parts and accessories nowned 
Bosch spark plugs and Blaupunkt 


year globally. Legen 


the delivery of 


$ © BOSCH 


s, including impar 


Binders, rotary hammers gent measuring PROMOTION 
tools. Recently the company introduced the NO - — Bosch's thematic slogan, “Invented for Lif 
its new cordless screwdriver that has made significam he company’s unwavering 


inthe Philippin 


Tyson Sy (Asian F 


JP Tuason (Tux 


supply and installation 


em fices, includin 


ex the House of Representa 


the Supreme Co 
g (CCTV), c 


xt line includes video z (Bosch-Trust Premiere Racing Team 


RECENT DEVELOPMENTS 


Indeed the co 


Bike 
WodldBEX: Germ 


Show 2005; Davao Aut 


BRAND VALUES 
The Bosch brand is not merely famous on a 


vered. This is because German prec 


on them to flourish throughout the decades. 


THINGS YOU DIDN'T KNOW ABOUT 
BOSCH 


* Robert Bosch set-up the Workshop for 
Precision Mechanics and Electrical 
Engineering in Stungan, Germany in 1806 
= the establishment of which created 
one of the world's largest industrial 
corporations. Today, Bosch is prevent 
‘on every continent and in more than 50 
countries. Is products are manufactured in 
some 250 locations worldwide, 


^ Bosch registers an incredible 12 patents 
dor new inventions everyday, continually 
setting the benchmark fo innovation with 
research and development investments 
far exceeding the industry average, 
‘The organization brings together close 
10120 year of experience and over 21,000 
associates dedicated to creating new 
technology for the future. | 

+ In addition to manufacturing the fint 
spark plug in 1902, Bosch developed 
the technology for ABS (Anti-lock 
Brake System), ESP (Electronic Stability 
Program) and Common Rail Diesel 
Technology, which are all widely 
used by most European, American and 
Asian Car manufacturers 

* Blaupunkt, Bosch’s car multimedia 
subidiary, derived its name from the 
German word for “blue dot" which was a 
‘quality mark for the firmis headphones in 
the 1920s. Soon aher, people just kept on 
asking for the "blue dot” thus paving the 
wary for its present trade name. 

* Bosch is owned by a foundation and 
the biggest privately held company in 
Germany. This arrangement allows the 
company to pursue long-term goals 
void of pressure to deliver short-term 
shareholder value. 


Superbrands 


appetizing aroma, 


RECENT DEVELOPMENTS 


+ Cormick is so Filipino that there is no. 
existing equipment company anywhere in 
the world selling a production line for it. 

PROMOTION |* Rules 14 hours to produce a baich of Boy 


| + Filipinos living and working abroad 


Superbrands 


Burlington’ 
SPORT SOCKS 


the level of industry 


is plant and corp 


THE MARKET 


innovative types. With 


HISTORY 


keep abreast wit 


buying public y 


hs 


That kind of dedication was p 


name and legal corporate identity Bur 
Industries Philip 
te 


ades, merely a few of launching of a pronounced modernization 


ave been thrust. one that quickly 


These ultra-modern socks have Biofresh guards 


ist embarrassing moments 
ton Shock XT, 
designed to prevent 


technological 


The socks wield exta thick 


pads, yet are lightweight 


Whilec the foot and 


protecting the! 
The XTS y 


brand des 


high quality and 


— 
oa 


formal Socks, catering to 


For people wi 


+ Camp Outdoor Socks, f 


climbing or simply 


the feel of nature the b sto the young, 
adventurous and fee spi 
Moreover Burlington Industries is also a current 


ensce in the Philipp 


ev he highly prestigious 


n terms of availability, B 


nton's high quality 


oducts are extensively distribute 
dep 


boutiques, shoe stores and sporting 


ntry and can be bought in 


rek Gear and Impact lines 


of bags. Manufactured with rugged materials and 


ng: lasting workmanship, these backpacks cater 


to the youth of the country, supplying needs for 


schooling and virtually every outdoor activity there is 


Other accessories include 


ls Research and Dew 


has taken anoth establish ts prese 


outside the Philippines. Already, Burlington 


a registered v 
Cambodia, Laos, Russia, Afghanistan, Singapore 
Thailand and the UAE 

The company’s drive tow 


ademark in China, Vietnam, Myanmar 


gear with is 2005- lacta 


plant and office infrastructure organiz 


aimed at increased efficiency and streamlining of 


PROMOTION 


Burlington takes pride in being 


the brand (company) associated 


plished 


a TV 


over the radi 


and bill 


de. 


and read 


reach is target markets 


thoroughly 


Burlington likewise pri 


he Philippines 


the Basketball Associatior 


BAP) held a search for tall players 18 years old 
and below who would eventually make up the 
ational team. The direct result was manifested in 
the RP-Burin 
SEABA Juniors Crown in April of 2 
the team further qualiie 


8th Asian Bash 


ah Teams snatching of the 


ampeted in the 
ion (ABC 


men's championship staged on September 14-23, 


2004 in Bangalore, India 
Burlington has also been 


badminton 


ively participating 


and running clinics 
motivated by 


immense pride the company 


nterrupted contributions 


the levels of Philippine sports the 


ts sponsorship of the various projects and national 


mpetitive events sponsored by 


the privat 


BRAND VALUES 
ington is The Sock Authority. 


single 


ills the companys 


st quality socks at 


Whats l ington to this level is 


porate beliefs, which is 
development through skills training, the s 
á teamwork, and the maintenance of a postive 


and dedication to the fulfillment of responsibilities 


superior materials, designs 


The bottom ti s reasonably p 


very existence and success is founded o 


THINGS YOU DIDN'T KNOW ABOUT 


BURLINGTON 


^ Burlington Philippines will be celebrating 
its 40th anniversary next year, having been. | 
incorporated in 1967. 

* Burlington Industries Philippines. Inc. ls 
the trademark owner in the Philippines 
of Burlington, Puma, Bally and Camp 
sock brands 


+ Burlington Philippines prides itself in 


sponsoring the Philippine National Youth 
Basketball teams. | 


+ For five consecutive years, Burlington | 
Philippines has been a major sponsor ofthe 
Philippine Retailers Association: Burlington 
Friendship Cup. 
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fon. the fashion 


people has grown 


spurred 


nd for the same high quality products 


ed style 
Towards this end, Carte 
the c 


For almost 30 ye Inner Wear has 


18 Filipinos with products that 
" 


affordability, A prominent presence 


shelves of major department stores and shopping 


Inner Wear 


a powerhouse in the Philippines 


undergarment industry 


ACHIEVEMENTS 


In an industry where veteran brands abound, Carter 


Inner Wear ls a comparatively young brand. The 


ation of company founders Jesus 


Awarded the “Mo ing Underwear 


Brand for Men” in 2004 by the Philippine Marketing 


Asoc 
Brand for Men” i 


Awards Committee the Sing brothers 


tion as well as the “Best Undergarments 


04 by the Philippine Fashion 
inwavering 
drive and focus have e 


prestigious ranks 


been bestowed a spot in the Superbrands n 


HISTORY 
Carter Inner Wears roots go back to 1974, when 


current Managing Directors, Jesus and Jimmy 


Sing, started a manufacturing company producing 
women, children, and infants’ wear. The company 
began with a sm 


area and six sewers in Quezon City 


100 square meter production 


These humble be 
dling all day 
from delivering their products to filing in for 


nnings saw both brothers 


o day operations themselves 


absent sewers in order to meet daily production 
roles, Jesus 
the helm of the sales and marketing division 


requirements In terms oit 


ie manageria 


while Jimmy managed 


production 

and accounting 
The comp 
men's undergarments in 1979, and 
om. At the 


ny shifted to producing 


Caner Inner Wear was 
ner Inner We 


market w lesalers in the 
Divisoria and Juan Luna, Binondo 


areas, as well as a number of select 


retail outlets in the provinces 


The 
high quality produc 


resulting increase in demand 


proved that the founders 


vanvfacturing men's undergarments was 
tegiclly astute one n years 
later, a second manufacturing plant was built to 


and less than 


company's steadily growing sales. 
Continuous growth prompted Carter 


to penet 


move that catapulted the company 


nationwide 
‘expansion and led to the construction of a new and 


of discriminating consumer sten! product 
llence and affordability became the driving 


be e ever-increasing popularity of 
the brand. 
In 1996, the new plant was completed, Located 


^ Caloocan City, the plant is comprised of ov 


2,000 square meters that houses 300 employees, 


making C 


inner Wear a formidable force in the 


Philippines’ undergarm 


ot industry 


THE PRODUCT 


Quality, excellence and style an 


Wear 
The company’s stringent commitment to quality 


of the products 


ved by Carter Inn 


erves as the basis for the growing strength 


of the brand. 


From the rec withthe 


vnpany's adh 


tis vie 


de of Carter are lead 
and ty 


Y to is use of USA Cotton 


turing ofthe company's product lines ain the manufacturing of 


An extensive dyeing process is employed 


PROMOTION 
ping popularity 
ofthe Carter brand can be amar 


attention given to the manufacturing of the orina 


garments’ watstband M 


product inspec 


8 


ong marketing strategies employed! 
print, radio, television, 


«m durability. Highly by the company. Si 19805 


machines are used to perform consistent billboard advertisements. have been 
delivers 


and advanced stitching th vatlizedio actively promote and strengthen 


the brand name. No wonder then that 


detail is t00 small to 


To 


Philip John Curie and Dani 


ores of a Carter Inner Wear product. 
ebrities like TV Show Host 


international models like 


apt represent this, c 


solo Bediones and 


hive been 


asper 


hosen to represent the brand name 


Carter's incisive marketing st 


ategies have 


sting the brand into the publics consciousness. 


lence delivered 


Carter has pushed th 


BRAND VALUES 


Carter Inner Wears unrelenting 


eventhe labels used in Carter Inner mitment to product quality 
Wears products are of the highe aifordability and style ls the very 
quality to maximize comfort and essence of the virtues the company 
minimize skin exemplifies - a long lasting. 
And in the companys quest to ‘generational brand name that espouses 
provide the best for its consumers, the values of family, excellence and 
USA Cotton and Lycra are now 
used in the manufacture of Carter Inner Wear's have been passed 


product lines, 


the way for Carter Inner Wear to expand is range of 


ofb 


supporters. And 


y added boys” undergarments 


of quality productions. 


RECENT DEVELOPMENTS 
«on the 


Carter Inner Wear has always had its fin 


markets pulse. The companys 


in its constant de 
To illustrate, 


lopment of new lines 


footwear category by launching the Carter 


ident in the present 


personally orient and retain 


pany salespeople. Sometimes, 
they also perform physical inventory 


ns and 


employees sta 


mulis, depariment stores and retail 


he nation, thus 


ng that employee needs are 


The unwavering pledge of Carter 


to deliver excellence serves as the 


distribut 


Socks line, 2004 also saw the introduction of new Wear products, This promise 
product lines that epitomize the forward thinking foundation that stimulates Car 
practices of the company ~ from the trendy and miinue to rise 10 the challenges 
fashionable denim line to the launching of its of a steadily evolving market, and 
extensive elite line in preceding 2003: the Carter respond with versatility and verve to 
Hite Series. satity the increasingly saphi 
Carters persistence to constantly improve the and disceming tates of consumers 
company's products is patent evidence of its high This dedication is the basis for th 
standards. Quality has always been the byword success and growth of the company, 


in 2005 the company was awarded membership 


atus by the Philippine Association of National 
Advertisers (PANA) 


Advertising mediums utilized by the company 


include participation in various television 
shows, the National Basketball Association of 
America (NBA), major boxing and billiard events 


pageants and the 
The company also maintains high-level visibility 


Olympic games. 
via the sponsorship of major sports organizations 
Association (PBA) 


Associ 


such as the Philippine Baste 
the Metropolitan Basketball 
and the University Ath 


c Associ 


Philippin 


Philippine 
League and the Star Olympics. 

On May 21 
scale fashion show at the Araneta Co 


2005, Carter staged a large- 
Over 20 of todays premier popular personalities 


ticipated in the extravaganza, which was 


SO ofthe nation’s best performers 


A 


the secret that made Carter Inner 
Wear a SUPERBRAND. 


THINGS YOU DIDN'T KNOW ABOUT 
CARTER INNER WEAR 


+ Carter was named after US President 
Jimmy Carter. This was the founder 
choice as the name evoked a sense of 
quality and Importance associated with 
imported products. 


+ During the company’s infancy stage, 
founders Jesus and Jimmy had a hand in 
producing some of the initial stock that 
were put on display. 


+ Carter Inner Wear is one of only three 
‘brands in department stores to offer a full 
line of boys’ undergarments. Carter ie 
being the favorite among these brands, is | 

‘currently the top selling boys underwear 

brand nationwide. 


Superbrands 


THE MARKET 
Lerner Hippocrates oce declared.. “et 
food be your medicine”, and on a global scale 


people 


reasingly following the advice 
ally hey 


are now turning to healthier diets and fortification 


‘of the revered father of medicin 


Speci 


ral supplements. Whether to avoid being 
afflicted or among those already sick, legions 
have been swearing allegiance to natural food 


supplements as science starts to recognize their 


and many experience their bene 
yard that Char 


stands out, Made from Ampalaya (Scientific name 


for a healthier, fuller life. Herbcare Corporation 


peet both domestic 


demand and that of the Asia-Pacific region. 


Additionally, the company subsequently launched 


another well-established int 
b 
US and European market 


address the market requirements of the 


n effect this has made 


no brand now marketed 


on a global scale 


ACHIEVEMENTS. 

us, Herbcare Corporation is 

clearly the leader in the Amps 

industry. Is C 

* Theft 
to be officially 


Based ona number of 


ani brand is 
the Philippines and possibly the world 


Municipal Health Officers of the 


+ The fist and only brand to be 
as official food supplement of Operation 
Diabetes, a nationwide diabetes control and 


prevention pro 
* Theft 
n the Philippines 


unch an Ampalaya food supplement 


* The first to register an Ampalaya brand with the 


Philippine Bureau of Food and Drugs 


Arantíd 


AMPALAYA FOOD SUPPLEMENT 


* The first to put its brand under WI 


potency, safety and eif 


From a single-toom office in the year 


its pioneering brand. Charantia* The 
company experienced phenomenal 
and exponential expansion in its 


growth rate ol 160 percent. Instant 
prompled its penetration i 


into the 


European market in 


the huge herbal and natu 


the continent 


Today the Herbeare Cen 


Philippines, is a 
its offices, warehouse and packaging f 


aponanon in only 


products market of 


in Metro Manila, 


tion addresses both local as we 


m auf 3 


as the international demands of Japan, Korea, 
the Midd and the US. Moreover, 


East, Europe 


THE PRODUCT 


dm 


Charantiat is he registered br 


v for s line of Herbal Food Supplement 


products that are made from 100 percent Ampalaya 
of the Biter Melon plant. Spec 


a dietary food supplement prima 


cally, Charantia 

ly intended for 
diabetics and those who simply want to reinforce 
their daily diets. With regular use, Charantia helps 


diabetics achieve better blood sugar control, 


tently delivering on this pe 


od cred 


the most stringent standards of 


lies. doctors who are naturally adverse to miracle cures 


or purported cure-all p 


the Good Manufacturing 


standards as applied meticulously in 


the company produces three Charantia variants to 
suit different lifestyles. All three are made from 


the same raw materials: dried fruits of Ampa 


that are dehydrated in a specialized process that 


Virtually eliminates the notoriously bitter taste 


while fully retaining their safety and anti-diabetic 

potency, Comprehensive studies illustrate that 

whi 

diabetic st 

diabetic pot 
The firs 


all parts of the plant con 
ith, the se 


of the Ampalaya's anti 
sally in ts fruits. 

he Charantia* variants is loose 
tea, One tablespooniul, about three grams in 


loose tea i 
ind w. 

t comes in individual tea bags to make 
ge that 

On the average, regular intake of one to two cups. 

of Charamia” every meal helps control 

the gh 

reused for second cups 


i be prepared easily 


ose le 


The third form comes in 500-miligram capsules, 
convenient for people on the go who want 10 


Two distinct 
the past tw 


have opened. once again with 

es vigorous e 

Operation Diabetes 
Duri 

moth 

and the Middle E 


orts as a staunch partner in 


the same period the company broke 
foreign markets of the US。 Korea, Japan 


4, attesting to the highest quality 


he products that allow them to pass rigorous 


international stand demands 


It is important to note that although Herbcare 


products are sold in Europe and the U.S. under 


as in the Asia-Pacific region. 


PROMOTION 
Herbcare goes beyond just selling its product to 
diabetics, An adve I marketing, 
it is actively involved in helping diabetics achieve 


eof corporate soc 


a fuller life. In partnership with the Association 


‘of Municipal Health Officers the company was 
instrumental in creating Operation Diabetes in 
October 2001. Endorsed by the Department of 
Health, the program aims to help ease the burden 


‘of diabetics and curb the 
through concrete and measurable steps 
‘© Educate the public about diabetes 

This step involves widespread dissemination 
diabetes — it's risks, 
cations and proper care 
lay lectures and distribution of informational 


thee spread ofthe disease 


symptoms, 


through 


materials, such as leafletspamphlets, posters 
and AVPS 

+ entity those afflicted by rendering blood sugar 
screening services 
Both doctors services and matenaliequipment 
required t 


order the screening are pro ded 


free. Api 


lel activity includes training primary 
health professionals to learn the rigors of 
prevention and care. 


© Encourage and help organize 


those positively diagnosed to 
form diabetic clubs 

These clubs are meant 10 
become invaluable support 
groups within which members 
help each other stick to their 


diets and exercis 


plans. 
A parallel activity includes 
strengthening the clubs 


to become selisustaining and catalyst of 


dab 


Such has been the success of Operation 
Diabetes that through mid-year 2005 more than 
200 clubs already exi the Phi 


e planned as part of the organization's 


pines. 


ng wage combat against diabetes in 


es, on a global scale, the dise 


BRAND VALUES 
Not only does Charantia lead its market category 
Ampalaya food supplement; it created it 


med the Ampalaya from being a 
nutritious vegetable and a traditional Asian 
home remedy into a modern dy food supplement. 
Launched in 2000, Charantia paved the way for 
about another 15 Ampalaya brands, many of 
which took their cues from Charantia's experience. 
Chara 

ob the generic class, a phenomenon that very few 
brands achieve. Iris no accident then that the brand 
name Charantia* comes from the middle word 


mia is in effect the very essence and root 


ol three comprising Ampalaya scientific name: 
Momordica charantia Linn. 
Manufacturer Herbcare Corporation's motto 


Herbals that work from people who care.” reflects 


the companys focus and consistency, as well as 
the sum total o ts qua 
v of the 


and objectives: To be 
‘of natural. 


welfare above all by employing ethical marke 


and high-quality products at affordable prices, 


and the bottom li 


is nature and sci 
seamlessly coming together 
the company’s unrelenting 


qu 
healthful” to people. 


Herbcare President Lito 
Abelarde puts it succinctly 

Having a good product 
is essential, but delivering 


is even better. Consumers 


know this, and thereby accord the 


^ brand name 


Charam 


responding value 
that the product sell delivers 


THINGS YOU DIDN'T KNOW ABOUT 
CMARANTIA 


Charseta* plays vial role in the country 
the fact that the 
hos recently been included among 


Superbrands 


THE MARKET 
Tinta nate olesti poems 
nteresting i not challenging task for m. 
fo 

known 


d with the digestive system is an 


meters. 


nost among such afl 
Syndrome (IBS) is 


as Iritable Bow 


constipation, even as there is a host of other digestive 
related ailments, 
Scientific research data establishes that 


globally on suffered 


in three people have 


ion and fully 13 perc 
Against this backdrop is an 
vid of high-speed come. 


ulta modern w ations 


and health 
Increasingly search for 


y digestive health afi 


peop! 


and efect 
and that han 


natural products that genuinely work 


no sweeteners or extenders have rapidly gained 
widespread consumer acceptance 

At the pinnacle of waging effective combat 
^ is C-Lium* Fibre brand 


a soluble and insoluble fiber product equivale 


against. constip 


10 28 times the potency of oats that is marketed 

ed. The 
comps ealth 
food products formulated from herbal health 
material 


by Garsworth Mark 


ing. Incorpora 
yy likewise markets other natural 


ind formulations of Traditional Chinese 


Medicines (TCM), but its flagship product is 
C-Lium* Fibre, the 100-percent natural food 
flbre supplement made exclusively from 


psyllium fiber, a pu 


e plant derivative. 

C-Lium Fires market is a wide cross section 
of society who commonly suffers from digestive 
disorders — generally 
Bowel Syndrome (IBS. As it is a 
fat absorber, other user groups are those who 
have weight issues or high cholesterol levels 
including diabetics. At the very root of its magnetic 
appel to consumers is the products effectiveness 


red to as iritable 


n eliminating constipation, naturally, in a 


scant three to five days. Thereafter its continued 


use efficiently regulates the digestive system, 
promoting a marked sense of comiort and 
being 
More and more people. as their bodies 


rave for solutions to prevent rather than cure 


problems, are weaning themselves away from 
giving the 
mple room for growth, both domestically 


‘quick fin chemical-based medicines 


and internationally 


ACHIEVEMENTS, 
The breakthrough of C-Lium Fibre as a compelling, 
ellective and purely natural product with which 


to battle a swarm of ailments is unprecedented. 


From a modest beginning utilizing personalized 
in December 2001, 
mal distributi 


direct. delivery 
C-Lium* Fibre achieved n 
550 Mercury Drugsto 


e outlets in just over a year. hs 
meteor me continued from then on and today C 


Liumy Fibre is exponentially available on a ni 
ets including WATSONS and 2,500 
independent drugstores and pharmacies. 
In terms of formal accolades 
C-Lium* Fibre 
natural fiber b 


basis in ou 


garnered, 
tands alone in being the only 
Vd to win ten consumer awards 
in the past six months from independent 


and marketing associations 


+ National Shoppers Choice Award 2004 and 
2005 - Number One Natural/Organic Fiber 
Supplement, Asia-Pacific Shoppers Choice 
Institute & Asian Philippi 
Marketing Pr 

+ Philippine Marketing Excellence Award 2005 

Most Outstanding NaturalOrganic Fiber 
Supplement, Philippine Marketing Excellence 
Awards institute Asian Institute of Marketing & 
Entrepreneurship 

+ Philippine Business Achievers Award 
2005 ~ Most Outstanding Natural Fiber 
Supplement, Confederation of Sales & Market 
Professional Philippines. 

+ Gh Asia-Pacific Avard 

Outstanding Organic Fiber Supplement, 
National Consumers Affairs Foundation 

+ Brand Champions Award 2005 -Top Organic 
Fiber Supplement 

* National Product Quality Excellence Awards 
Best NaturalOrganic Fiber Supplement 

* National Shoppers Choice Award 2005 

Number One NaturaVOrganic Fiber 
Supplement, Asia-Pacific Shoppers Choice 
Institute & Asian Philippines Association of 
Marketing Professionals 


es Association of 


* Peoples Brand Awards 2005 - "No. 1 Natural 


Fiber Supplement Brand" 
* Consumers Choice Award 2005 
- Most Outstanding Health Food 


Supplement, Consumers League of the 
Philippines Foundation 


HISTORY 
Garsworth Marketing Inc, a family company, 
was originally established in 1955 and was involved 
in various areas of activity including food import 
and export, manufacturing, trade development and 
marketing consultancy. 

Company President and CEO Albert M G 
Garcia singularly created the C-Lium* Fibre brand, 
introducing it initially via direct sales in December 
2001. He had combined 35 years of marketing 
expertise in international consumer goods with 
two decades of selí practice in preventive health 
maintenance into the positioning C-Liom* Fibre, 
the brand and the product 


By March 2003, barely a year and half after 
lts introduction, a major revamp of the products 
presentation became necessary when a premier 
drugstore chain in the Philippines expressed interest 
in retailing C-Lium* Fibre, with the pre-condition 
for a more up market packaging. Within six 
‘months, completely new packaging was designed, 
approved and produced and by September 2003 
Mercury Drugstores started retailing C-Lium Fibre 
in the Lifestyle lar of 150 grams as well in the 
Remedial Pack containing five sachets. 

An even wider distribution was achieved with 
the appointment of Philusa Corporation in March 
2004 to distribute to WATSONS, other pharmacy 
chains, and to more than 2,500 independent 
drugstores nationally. 


THE PRODUCT 
C-Lium* Fibre comes from 100 percent plant 
material (psyllium fiber), nature's highest source 
^ pure dietary fiber, heralded as the “Mother Of 
Al Herbs”. It has no preservatives, no chemical 
additives, no artificial sweeteners or flavorings. 
The product is sponge-like in its efect inside 
the intestinal tract, swelling as it absorbs water and 
waste material in the bowels. This forms a soft, 
bulky mass that passes through the colon more. 
quickly (preventing potentially toxic waste from 
lingering in the colon) Unlike the effects of most 


other chemical laxatives, C-Lium Fibre does not 
‘cause users to unto the toilet, but allows for normal 
daily activities. 

The soluble fiber in one level tablespoon of 
C-Lium® Fibre is equivalent to 28 tablespoons 
‘of oat bran. C-Lium* Fibre delivers on its promise 
to naturally eliminate constipation within three 
to five days. in the process regulating the 
digestive system and promoting a feeling of well- 
being. Since C-Lium® Fibre is also a natural fat 
absorber, it further assists in weight reduction 
helps lower cholesterol and aids in the control of 
blood sugar. 

The American Heart Association and the 
USFDA in fact endorses psyllium fiber, the 
approved statement of claim reads: “Eating 
soluble fiber from foods such as psyllium as part of 
diet low in saturated fat and cholesterol may reduce. 
the risk of heart disease”. 

— no wonder then that C-Lium® Fibre is closely 
“associated and supported by the Foundation for Lay 


Education on Heart Disease (FLEHD) and is in fact 
the only fiber product that the foundation allows 
do participate in its conventions and forums. 

C-Lium* Fibre has summarily raised the quality 
and efficacy standards for fiber as it is considered 
as "possibly the best food fiber in the world and 
the Rolls Royce of all fibers” 


RECENT DEVELOPMENTS 
In July 2005 new variants were introduced in 
response to consumer demands: the Travel Pack 
that contains 40 sachets and C-Lium* Fibre Capsules 
dor ultimate convenience. 

 C-Lium Fibre has leapfrogged from a mi direct 
marketing product into a nationally recognized 
brand with nationwide distribution facilities 
In addition to Mercury Drugstores, C-Lium Fibre 
is now available at Watsons, other pharmacies 
and chain drugstores nationwide, and recently, 
a selected supermarkets 

An emerging marketing force is the next 
generation with Laurindo Garcia, Alberts son, 
who is tasked to develop new products and 
responsible in marketing the companys range of 
new health products under various brands earmarked 
for domestic and international markets. 


PROMOTION 
C-Lium Fibre is heavily promoted using full color 


E] 


print advertising in nationally circulated newspapers 
such as Star, Inquirer and Bulletin. The brand 
participates in trade and health shows, medical and 
health conventions as well as exhibitions including, 
health product forums and regularly sponsors 
polí tournaments. C-Lium* Fibre also supports 
nutrition clinics and senior citizen activities, donates 
to charities involving sick children. 

Cium* Fibre Trial Packs is a significant 
marketing tool in encouraging first time users — 
for once they know it works, the product becomes 
indispensable. Related 10 this phenomenon 
are two additional promotional factors: word 
ol mouth advertising fueled by satisfied users 
who experience genuine results, and, endorsements 
from high profile and credible personalities 
‘who are themselves fulfilled uses 


BRAND VALUES 
C-Lium* Fibre is a revered brand that delivers 
on its promise to alleviate constipation. 
Additionally, it has come to be known for its 
ty, resulting in an 
h benefits beyond 
stomach and digestive disorders 

The striking colors of the C-Lium* Fibre 
logo are at once distinctive and attractive. 
Simultaneously, the use of cartoon illustrations 
ls a clever way of diffusing any cultural 
inhibitions pertinent to bowel movement and 
digestive disorders. The use of the Rodin 
The Thinking Man was considered both amusing. 
and appropriate for the brand and the product, 
as the relationship between the product and its 
benefits i clearly defined. 

By proving that it works, C-Lium* Fibre 
has elicited genuine believability. The consumer 
has developed a trust relationship with the brand 
o solid that word-of-mouth recommendations 
are frequent and widespread. All these 
combine seamlessly to make C-Lium^ Fibre a 
tre Superbrand. 


S YOU DIDN'T K 


THE MARKET 
he Filipino peoples irresistible attraction for 
things sweet is very well known. On a daily 

basis throngs flock to supermarkets, mom and 

op grocery stores and sari-sari stores to scoop up 
thei favorite chocolates, candies, gums, lollipops, 
snack foods and beverages. While demanding 
quality and good taste, consumers also seek 


reasonably priced, affordable products 


It is in this precise regard that Columbia 
International Food Products Incs line of 
‘confections appeals to both the Filipino palate, 
and, wallet. The companys varied product line 
'fforllesly caters to the whole family 
children, to teenagers, and young adults to adult 
These consumers come from all walks of lie 
from students at all educational levels to working 
individuals and homemakers. 

The world-class quality of Columbia products 
render them ideal gits or pasalubongs (welcome 
back gifts, Being in the market for over 68 years 
and remaining wholly family-owned throughout 
the company has managed to maintain its high 
level of product quality and solid commitment 
10 the community — so much so that several 
generations have been raised on Columbia's 
confections because of consistent quality and 
proper pricing, 

The company’s commitment to producing 
the fi 


{enjoyable for millions of Filipinos. Insolar 
as the future is concemed, Columbia's 
Innovative and creative marketing. 
strategies, as well as 

product research and development 
here and abroad, ate certain to ensure 
that Filipinos will stay loyal to the brands for 
generations to come. 


es products at a price affordable, 
to Filipinos. ranslates to consumers 
—— ret combis, i 
products make daily le much more 
El 


Quality Sweets Since 1937 


ACHIEVEMENTS 
Since its establishment in 1937, Columbia has 
grown to a highly recognized name in the 
confectionery industry. The quality and variety 
of the company's creations has earned Columbia 
numerous accolades over the years, merely a few 
among the most cent 

+ 2005 National Shoppers’ Choice Annual Awards 
1 Confectionery Company (National) August 
23, 2005 at the Hotel Dusit Nikko, Makati City + 
Parangal Sa Pamilyang Pilipino Family Products and 
Services Excellence Awards - Best Family Oriented 
‘Confectionery Products Manufacturer May 21, 2005 
at the Ateneo de Manila University, Katipunan Rd. 
QC + 2005 Philippine Business Excellence Awards 
= No. 1 Candy Manufacturer June 28, 2005 at the 
‘Wack: Wack Golf and Country Club, Mandaluyong 
City + 2005 Philippine Business Achievers Awards 
= Most Outstanding Confectionery Company August 
(08, 2005 at the Manila Hotel, Manila City + 2004 
Philippine Marketing Excellence Awards - Most 
Outstanding Confectionery Company (National 
Awards) April 06, 2005 at the Westin Philippine 
Plaza Hotel, Manila City + 2005 National Product 
Quality Excellence Awards - CHOCQUIK, Best 
Instant Choco Malt Drink (National Awards 
September 21, 2005 at the Mandarin Oriental 
Hotel, Makati Cty + 2005 National Product Quality 
Excellence Awards ~ I-COOL MINT BUBBLE 
JUM. Best Mentholated Gum (National Awards 
September 21, 2005 at the Mandarin Oriental 
Hotel, Makati City © 2005 National Shoppers 
Choice Annual Awards - CHOCQUIK. No. ! Instant 
‘Choco Malt Drink (National) August 23, 2005 at the 
Hotel Dusit Nikko, Makati City + 2005 National 
Shoppers’ Choice Annual Awards ~ FRUTOS, No. 
1 Chewy Candy (National) August 23, 2005 at 


the Hotel Dusit Nikko, Makati Chy « 2005 Philippine 
Marketing Excellence Awards - CHOCQUIK, Most 
Outstanding Instant Choco Malt Drink (National 
Awards) October 4, 2005 at the Westin Philippine. 
Plaza Motel, Manila City + Superbrands Status 
2005/2006 Certificate, Awarded to FRUTOS Chewy 
Candy September 27, 2005 at the Mandarín Oriental 
Hotel, Makati City + 2004 Philippine Marketing 
Excellence Awards ~ FRUTOS, Most Outstanding 
‘Chewy Candy (National Awards) October 4, 2005 
at the Westin Philippine Plaza Hotel, Manila City 

1004 Philippine Marketing Excellence Awards 
-COOL MINT BUBBLE GUM, Most Outstanding 
Mentholated Gum (National Awards July 07, 2005 
atthe Westin Philippine Plaza Hotel, Manila City 

From the company’s humble beginnings selling, 
‘only candies and gum, Columbia has grown into 
a corporation that manufactures and markets 
more than 20 productaypes: ranging from hard 
‘candies, chewy candies. lollipops, gummy candies, 
chocolates and now to a popular 3-in-1 instant 
choco malt drink. 


HISTORY 
Columbia was established in 1937, founded by 
Don Go Peng Kuan. The founder himself personally 
produced candies and sold them in different 
parts of the country, From such inauspicious 
beginnings, Filipinos soon developed a 

y love for the company’s quality sweet 
resulting in the company’s steady growth, 
Today, Columbia is equipped with 
state-of-the art equipment and applies 

Intemational manufact 


stewardship of its President, Mr, Reynaldo. 

Go, the company is now recognized as 
a key player in the market, producing world-class 
Confections, snacks, and beverage. 


Consumers are the main inspiration for the 
company's continuous innovation and product 
development, lt has always been a part of Columbia 
od Products’ mission to provide 
‘world-class quality treats to the market. This is done 
in the hopes of uplifting the lifestyle of the Filipinos, 
and elevating their quality standards to global levels. 
Columbia's president constantly upgrades the 
manufacturing processes and invests in production. 


equipment and technology: He continuously works 
ed to anticipate consumers’ confectionery needs 
and achieve the quality that they have come to 
expect, Following the founders lead, Mr. Go 
takes a very hands-on approach to all aspects of 
the confectionary business. He is on top of the 
production process and its quality assurance, as well 
a Sales & Marketing strategies of each brand. 
The Columbia 
consistently strong is its desire for innovation. 
amount of clion 
into extensive international product research and 
development, meticulously creating new treats 
‘of world-class quality at affordable prices. The 
company's president himself travels around the 
world to find the best ingredients and the tastiest 
eats, It is this continuously innovative spirit that 
has pushed the company to expand and upgrade 


its production plant on almost à yearly basis 
THE PRODUCT 
Columbia manufactures and markets more than 20. 


productaypes ranging from hard candies, chewy 
candies, lollipops, gummy candies, and choc 
to a popular 3-in-1 instant choco malt 
These are meticulously geared towards the 
sweet Filipino palate and include: VFresh and 
Vfiruit chewing gum, Champi, -Cool, Chocquik 
Instant Choco Malt Drink, Vozz Menthol Candy 
Chocorich and Prego Chocolates, Potchi, Pintoor 
and Yakee Gum Balls, Monami, Frooty Pop 

ipops. Kool "tm, Chocca, Frutos, and Charap 
Ihe company's top selling confections and 
the country’s sweet favorites. 


i 


RECENT DEVELOPMENTS 
As part of its continuing expansion in production 
and product development, advanced manufacturing 
rocesses and packaging innovations have been 
alied to ensure that only the best possible quality 
sweets are distributed nationwide. Research and 
development continue here and abroad, resulting in 
new products that are constantly being developed. 
Al this is in anticipation of the continuously 
changing needs of consumers 


pete nsa Wild Ez co lg 


Chocquik Instant Choco Malt Drink is the 
company’s newest product and Columbia's fist 
entry into the beverage category is evidence of 
the company's constant growth. This special 3 
in-1 chocolate drink is easy to prepare in hot or 
cold water and is perfect any time of the day and 
prepared in anyway. The product, launched with a 
full-blown marketing campaign. promotional ior, 
and product sampling in key areas, is currently 
making an impact in the market. After only a few 
months, Chocquik has already been honored with 
awards, specifically the 2005 National Shoppers 
Choice Annual Awards as the No. 1 Instant Choco 
Mak Drink, 2005 Philippine Marketing Excellence 
Awards as Most Outstanding Instant Choco Malt 
Drink, and the National Product Quality Excellence 
“Awards as the Best Instant Choco Malt Drink 


PROMOTION 
At Columbia, flagship brands have always been 
aggressively introduced to the market. Mainstream 
and below-the line approaches work effectively 
Tri-media efforts, inclusive of cinema, reach the 
broad base of consumers and inform them of 
the products availability. Below-the-line activities 
such as product sampling in high traffic areas 
touch the consumer at the grass roots level. 
Tactical sponsorships also help to 1 

markers employing a more personalized approach 
when introducing new products 


ich specific 


Some of the ment visible campaigns and product 
Launches undertaken by Columbia are for Monami 
Candy, V Fresh Chewing Gum. Vazz Menthol Candy 
and the recent Chocquik Instant Choco Malt Drink. 
Monami featured stunningly executed product 
shots and a beautiful hillside location that caught 
the market’ attention. In fact. many people thought 
that it was a foreign campaign. V Fresh highlighted 
the Iyrical talents of famous rapper Glock-9, 
Vozz showed a storytelling style that focused 
on asking people to change their ways with the 
tagline, “Magbago ka na!” Chocquik is made 
memorable by the fact that Columbia’ fint ever 


beverage launch was a landmark event in the 
company’s history anda sign of more quality things 


o be a manufacturer of quality and affordable 
consumer products in the market. Consistently 
producing world-class teats that meet the taste of 
Filipinos has helped create that market attraction 
to Columbia products, Wheneve 

‘Columbia red & white logo, an image they asoc 
with delicious sweets and 
are assured they are buying the right prod 


ly favorites, consumen, 
1. Afer 


more than 6 years in the market, people have come 
to recognize Columbia as a manufacturer of quality 
reas that instantly become family favorites 


Columbia considers the Superbrands award 
a great honor and achievement, Superbrands is 
perceived by the consumers as a prestigious and 
credible “product w 

thus serves as insp 
strive even further 


Y avenue. The recognition 
tion for the company to 
or product excellence and 


THINGS YOL 
COLUMBIA CANDY 


DIDN'T KNOW ABOUT 


+ The company’s fint factory, covering an 
area of 1,000 square meters, was located 
‘on Bilbao Street in Tondo, Manila. Today. 
ds plant in Navoas is 21,500 square metes 
in size. 


THE MARKET 


demand for beauty products and services in the 


* 


significant middle-income C and B-markets 


clamor for - and now enjoy because of David's 


quality at most affordabl 


In terms of gender, itis 
p 


appearance than those o 


market as they too view salon services as essen 


Davids Saloni visio future is a so 


one, viable because of a partnership p 


with independent investors that is distinct f 


directly manage or have David's Salon’ do so 


$ the prerogative 


standards are maintained. Whats more 


in the same way high quality products are selected 
d exclusively provided. 
As such, championed by its owner and founder. 


David Charlton, D; 


the skys the limit in terms. 


id's Salon firmly believes that 


A 


ACHIEVEMENTS 


4 distinctive 


neal Hair Compe 


às storied growth pace, t 
ides that David S 


Y Awards 


Shoppers Awards 20 


4 for Best Salon 


aforementioned precisely represent the 


able success - past, present 


HISTORY 
orked 


from, grown up around, and w 


filling his destiny since his 
1978 at age 22. The 


a presti 
Philippine hai 


e high end, 
market. Thro 


David deitly acquired 
wnenhip 


history though, genesis occurred in 1989 wh 


nder 4 his fint David's Salon at the 


New Farmer's Plaza in Quezon City. This effectively 


seeded David's foresight of 


middie-income market. 


nce then, the company 
has opened a total of almost 190 outlets by the end 


he year 2005, with an average 


openings having 


THE PRODUCT 


essing and 
salon services, David's very own private label line 
‘of products that cost less, as well as those of top-of 


services spans h 


renowned labels are what 


cutting and styling coloring and 


vestments, facial and eye make-up, manicures, 


pedicures, foot spas, waxing all areas of bodily hair 


in complement, David's sal 


» equipment, specialty tools and implements t 


the industry ha 


to offer. Instructed only by award. 


winning hairstylist highly trained personnel keep 


RECENT DEVELOPMENTS 


A Gift for 
all Seasons 


PROMOTION 


THINC 


YOU DIE 
DAVID’ 


T KNOW ABOUT 
ALON 


d + Atthe company’s very own training center 

— the company’s junior staff members are 

h as one Instructed exclusively by award winning 

featured the D-Tales Hair stylists two days a month for at least 
David's Salon's topnotch three years. 


peadtumingbut low | Ay young man, founder and CEO David 
s Charon taught hairstyling at a college in 
— England. Today David tirelessly applies 
— — the British system of salon operations: the 
seamless integration of theory, practice and 

professionalism 
* A junior stylist spends atleast 6,912 hours 
working and training before he or she iv 
qualified to become a senior hair stylist. 


1+ There are over more than junior hair stylists 


had not been realiz 
been tapped, ar 


in all David's Salon chain. 
t treatment followed b ‘+ Each year David's Salon uses 5,000 gallons 
Shower” that provides body scrubs, salt glow of shampoo and conditioner, enough to fil 
full body masques wraps, water massages and up a family size swimming pool. 


apy 


* Almost 10,000 David's Salon Privilege 
Cards are printed each year and sold to 
liens for them to avail of the discounts, 


= 
> Superbrands 


— 


LAPRESS- 


AL ⸗ 


THE MARKET 


the undisp 


d speed, safety, 


land transport and k 
With ann 
2005, DHL addresses th 


jstics arena, globalization has created 


-omplex supply chains, so much s 


that the company offers not just a wide range 


standardized services, but alo tailor-made industry 


solutions which 


Ie terms of future market growth. a bur 


global population and upward mobil 


increases in the demand for services 


by the industry DHL serves. 


ACHIEVEMENTS. 
Unquestionably the 
DHL 


sits incredible rise to 


moon in 1969, DHL intern 


wide ON 


170,000 employees are dedicated 


to providing fast and reliable services to o 


HISTORY 
Adrian Dalsey. Larry Hillblom and Robert tynn 
i their form the acronym DHL 


The DHL Nes 


cdible pace 
the Middle East, Africa 
Dhi 


and Europe. By 1988, 


“ alliances with Lufthansa, Japan Airlines 
than a decade later, at the 


he Post W 
in DHL 
'003 Deutsche Post World Net consolidated all 


exit had acquired 


luding Deutsche 


[^r nd Danzas 


mpany established way back 


THE PRODUCT 


s fast, reliable 


dwide 


ime for production to handling complex logistic 
aw ocal and intemational delivery. 
Halo offers catormery a wide choice of delivery times 


and modes of transport. It SameDay, TimeDef 
and DayDe 


pping tools 


at help customers prepare shipping documents, 
pok a collection and track their shipments 
DHL h comprehensive trade 


and cust standard 


mporting solution that enables Customers 


i of one point 


y all their importing requirements; Express 
Pallet, a palletized packaging solution designed 


DHL also rolled out its proprietary "Blue Sky 
contact center technology in the Philippines, 


d Malaysia as part of its re 
DHL is steadily 


o futher enhar 


s growth, the company launched th 
SERVIC 
friendly retail outlet concept 


JOINT, a convenient, accessible an 


iduals and small- & medium-sized enterprises 
SMES). A product of 
the DHL SERVICEPOINT is mod 


concept of a walk-in retail 


DHL also opened its fist P 


ol Center (QCC) in it 


n Pasay City 
The brand DHL is in fact automatically 


d with sophisticated express shipment 


ng of al light informati involved in the proces 


data as they happ 


oma op with a thee 
to the final deliven letter brand name that invokes as much recall and 
er and efficie positive association as DHL does — the stamp of a 


roe super brand 
provide mace re p 


DHL air expr 


operatio 
RECENT DEVELOPMENTS YOU DIDN'T KNOWABOUT 


DHL 


by the end e + DHUS international network now links 
— en giant Atome Expres more than 220 countries and territories 
on which made DHL the third worldwide. Over 170.000 employees are 
USA dedicated to providing fast and reliable 
services that exceed the expectations of 
‘over 4.2 million customers in 120,000 
destination in all seven continents. 


* On an average day, more than 90 million 
DHL shipments are sent to destinations 
throughout the word. 

+ Undeterred and ever the consummate 
corporate citizen, DHL routinely delivers 
relief shipments to victims in disaster 
zones such as those of the killer eruption 
‘of Mount Pinatubo in the Philippines 
and the catastrophic tsunami that 


ple 


and red in April 2003, 


PROMOTION 


student elephants bo» 


years DHL number” as taught by an elephant | wreaked infrastructure havoc and the 
ssor. It seared into the publics memory as yet indeterminate human toll along 
banks DHLS new trunk line associa the coastlines of Sri Lanka, Indonesia 
the reum and Thailand on the morning of December 
Fc im te Pipe. oppor amd veri |? aihe ocialna and logic parer 
im sports programs, charity projects and other [ANA 
specific private sector undertakings such as asias (O Ee 4H Fo ar ihe 
ea eopiercoce for bankers mna 29 | Mom Beijing o Los Angeles lo packing. 
* Ve "o numerous filming locations in aly, the. 
ES ‘United States. China and Germany. 
BRAND VALUES © The DHL team worknd 207 with Paramount 
The DHL bands extreme recognition and value [A NN RE 
do a worldwide — pen, sud Pa VIDE RE DU 
vital packages and documents cro | a 
the globe is uncontestable. Few other names in numerous props were shipped by land, sea, | 
the industry cary as much clout as DHL with its | and se with the volvement ofall DHL | 


expediency in the delivery of such services 


‘ Superbrands 


THE MARKET 


o Philippine paint industry is comprised of 


T 


pproximately 100 direct manufacturers. Most 
entrated in Metro M 


ila, the country’s 
hub of construction and industrial activity, where 


majority of development projects are based, and 


where the availabilty is and access 


to power, transportation and communication 
systems is dependable and required. 
Water-based coatings serve 40 percent of this 


kyl co 


market, while 15 supply the rest. Th 
nts produced in the Philippines 


is considered one af the best in Asia, and the industry 


ihe continents b 


universally recognized premium brand. One of the 
dest and most respected names in the business, 
with a level of product quality that’s never been 
ed. Dutch Boy is considered the countrys 
foremost paint authority 


brand o architects, engineers, dexgnen; contractors 


the distinctly preferred 


and homeowner nationwide 


ACHIEVEMENTS 
More than 50 years since it first opened its doors 
to Filipinos, Dutch Boy has grown to become a 
major contributor to the Philippines’ construction, 


acturing and processing industries 


Today, it maintains a formidable network of 


distributors, wholesalers and dealers, all 


supported by off-site warehouses and satellite 


res nationwide 
The company conducts 
57,000 squ: 
manufacturing complex in Dasmariñas, Cavite, one 

ose to half 


the Philippines’ total paint requirements The 


entire operations 


within a 


that has the rated capacity to supply 


is divided into three plants: the water-based 

quer plant. 
and fully functional by the yes 
2000, the enormous fac 


compl 
and the 


plant, the solvent-based plant 
n199 


ity enabled Dutch Boy not 
just to serve the local market but also 1o develop a 
global brand. 


Inpuritof Dutch Bay's social and environmental 


commitment, the manufacturing complex houses 


ot just state-of-the-art production machinery but 


hat safeguards the environment as 
des 
installed at the Clean Store Treatment Yard, The 


equipmner 


well. Two water pot 


the water-based section, the two labo 


iy Assurance and Research and Development 


he Emulsion Tankfarm. This system uses 


vagulation-tedimentation treatment with alum 


rly. rainwater and domestic water from 


the Administration building are treated via sand 


filters before they are 


charged to public sewer, 


Ee 


Dutch Boys water treatment facility thus ensures 


that its wastew 


ex complies with all government 


regulations and international standards before 


cleaved from 


recovery system is also in place where spent 


cycled to be 


the solvent tanks 


Meanwhile, to prevent air pollution, both 


based sections are equipped 
with a dust and fume extraction system. The dust 
extraction system collects unwanted dust particles 
and ters them 

n 


before 


The fume extraction system in the solvent-based 


plant, on the other hand, works by conducting fumes. 
through a scrubber system, which dilutes the fumes 


and renders them harmless before they released 


back as clean air imo the atmosphere using high 


pressu 
Indeed over the years, Dutch Boy has built a 
company that prides itself in quality paints, thriving 


arming the much-deserved corporate title 


ognized 


5, when Duich Boys commitment to 


and development, and 


quality assurance led Certification International 


Philippines. lec o grant it ISO-certiction, a stamp 


ol world-class quality that is globally recognized. 


in fact, Dutch Boy holds the distinction of being 


the very fist pai 


be Ocen 


company in the P 


ippines to 
ed, and to this day it continues to be 


ISO 9001 : 2000 certified. 
Dutch Boy has also gamered several awards ihat 
have recognized its many selfless contributions to 


the community. In 1995 it was awarded the Sikap- 


Gawa Industrial Peace Award by the Bishops 


— Conference for Human Development 
h Boy 


Emilio Abell 


ln 2001, the chemical sector inducted Du 


he Mall of Fame of the Do 


Energy EN 
consistency in implementing energy efficiency 
measures in all its operating activities. Again 


ency Awards, as recognition for its 


e Technical Education and Skills 
Development Authority (TESDA) honored Dutch 
Boy with the Kabalikat Award for its contributions 
raining and development of more than 2,000 
‘construction painters since 1999, 


HISTORY 
In 1907, a paint company then called the National 
Lead Company of New York introduced the very 
first can of paint carrying the now wide 
recognizable "Dutch Boy” in a blue cap, blue 
‘overalls and wooden shoes. 
Since then, architects, paint contractors and 
homeowners alike in America and in other parts 
e world have been taking Dutch Boy into their 
homes, trusting and knowing that 
their homes always looking new and beautiful for 


would keep 


it cans of Dutch Boy 

paint were imported from the United States in 

1946, i 

repainting o 

Word War. 
Dutch Boy paints quickly gai 

dor quality and durability, ín the process eliciting 


la the Philippines, the 


the reconstruction, repair and 


uctures ravaged during the Second 


ed a reputation. 


the patronage and support of a loyal customer bas 


Encouraged by he succes, 17 employees setup the 
fist Dutch Boy Philippines factory in a small, rented 
building in Paco, Manila in 1954. The 


mpm the 


years, Dutch Boy underwent seve 
changes in ownership, from the original National 
Lead Company of New York in the 1950s to Ayala 


ion and Be 


Corpor: + International Limited of 
Singapore in the 19705. In particular, with Berger's 
paint products w 


who then sold in 


43 countries), a flood of new paint technologies 
came into Dutch Boy and the local paint industry 
New paint innovat h as Nalcre 

Paint, the very fist water-based paint introduced 
in the Phil 

the very fist waterbus 


e Latex 


ppines, Rooímaster and Versatex. 
y and à 

d coating, respectively, were introduced 

These revolutionized the local paint industry. With 

each new afilation enriching ts corporate 

capability, National Lead Company woul 


«d rool 


change its name to Dutch Boy Philippines. Inc 
(DBP) in 1978, 
In 2002. Paints, listed number 23 among 


the top paint companies of the world, bought out 
ed and thus became 


partners of Dutch Boy. Currently, the shareholders 
of Dutch Boy are Traders Holding, Kadiwa Transport 
Corporation and Bergee/Asian Paints. 


THE PRODUCT 
Dutch Boy produces a wide range of decorative 
paints designed to beautify and protect homes 
and offices. The assortment encompasses latex, 
rooting, enamel, textured and cementitious types 
of paints and coatings, and go by brand names 
such and 
Dutch Boy also produces heavy-duty coatings 
for the marine and transportation industries, 
as well a 


as Nalcrete, Roofmaster, Versatex, 


specialty coatings for segments 
such as can, 
These products go by the brand names Magnashield 


and Tortuga. The company is likewise the exclusive 


coil and crown manufacturing 


local manufacturer and distributor of Ameron, 
coating that’s 
used to paint U.S. aircraft carriers, oil rigs, and 
the launch pads of NASAS space shuttles 


a premium high performance 


Utlizing the latest world-class technologies 
Dutch Boys R&D team constantly 
with new concepts 


periments 

i» product formulation 

Although equipped with formulas supplied by ts 
ign-based parent 


ompanies, the company 


ives to further upgrade and 
customize it paints in order to conform to local 


consumption and environmental standards 


RECENT DEVELOPMENTS 
Recently, Dutch Boy stepped out of the local market 
to set up international distributorships in Northern 
Mariana Islands, Micronesia and Palau, and has 


¡and even farther. n assigned Spectrum, a 
brand of decorative paint, to be is flagship premium. 
brand forthe export market. 

Although recognized for being a premium 
brand, Dutch Boy is also beginning to develop 
othe ln 2004, 
its secondary grade decorative 
paint, and a waterproofing cementitious coating 
called Boodilex 


more basic lines. it launched 


Mansion Paint, 


PROMOTION 
Using trimedia advertising, Dutch 
Boy has created familiar and popular 
corporate taglines and slogans such 
as "Dutch Boy, The Paint Authority 
‘Dutch Boy, Looks Always New" 
‘Dutch Boy Does i Best” 
‘Dutch Boy, Laging Mukhang Bago” 

Well-known local talents whom 
Dutch Boy has tapped for advertising 
include actor Rod Navarro in the 
1970s and 1980s and Robin Padilla 
jn 2003. 

The company 
conducts product 

architects, 


ad current 


alo regularly 
presentations 


for painters contractors 


E 


and hardware owners on a nationwide basis 
fellowships 


These informal gatherings allow 
yportantly provide a mec 


and more i 


products and services 


BRAND VALUES 
int has been one of the 
d trusted bra 
h it is named, ls 


Since 1907, Dutch Boy 


worlds most recognizabl 
The "Dutch Process 
so universally associated with quality tha in just 


a few years, the term would becom 


with the phrase 
The original Dutch Boy t 

in 1907 by Lawrence C 

from Montel 


a neighboring ni «old boy as his model. 


Dutch Boy Philippines uses this same time-tested 
log 
and a floppy 


realis, wooden shoes 
" 


ol à smiling lad in 
p. carrying a bucket of 


brush, 1o symbolize its core va 


and a pa 


ol excellence, custom 
nd dynamis 


ud bec 


service, stewardship, 


ns at work. 


market, not only 


recognized brands in the paint 
in the US. from where it originated, but all over 
the world 


THINGS YOU DIDN'T KNOW ABOUT 
DUTCH BOY PHILIPPINES 


* Some of Dutch Boys project include the 
paining of Market! Market Pacific Plaza. 
"he interior of Glorietta 4 (Oakwood), 
New World Renaissance Hotel, 


its products within a day or two. This 
speeds up stock disposal and enhances. 
its capability to meet commercial 


Superbrands 


THE MARKET 
denia 


d has delighted Filipinos from all walks 


ince ts inception eight years apo, G 


S 


bre 


ly since bread h 


D 
fe, espec E 
a staple in local households for sandwi 


sandwich fillings are spread on be 


Backed by its superior 


dynamic organizatio 


Gardenia quickly became a ho freshest ofits products are on the shelves every d 
Philippines in a very short tir on any given day ~ a reat achievement unmatched 
captured a dominant share of the branded loaf — The Certif 


segment not only in Metro Manila but in all areas — bestowedon Gardenia Ph 


of coverage. Gardenia produces over 150.000 Organi dard 
shly baked loaves and buns daily, funneling this and Haza 

impressive output into a far-reaching distribu HACCP) ac 
work of supermarkets, groceries, specialty shops. — certi 


mainais a wide commitment d the highest quality 
range of baken As of Apri Gardenia garnered 18 
products to stay prestigious awards tations Kom lead 


onstantly ahead of consumer and business groups in the Philippines and 
the competition and Asia. To illusi Gardenia bagged a 
provide consumers slew of notewor Outstanding Bre 

Presently, Gardenia’s the Philippines, the Peoples Cho 

product range is comprised Loaf Bread Brand from the Nati 

‘of more than 20 varieties, Quality Awards: the Peoples Brand Award fo 

including sandwich breads, Number One Loaf Pandesal Brand 


ed loaves, pan 


vative Bread Brar 


filled buns - with something to among others 
otter everyone In addition this is aho the second consecutive 
time that Gardenia has been accorded Superbrand 

ACHIEVEMENTS status by Superbrands Ltd. demonstrating that 


sardenia hasestablished asiong track Gardenia has once again met the standards o 


record of growth in its eight years inthebread market dominance. longevity. goodwill customer 


business in the Philippines, escalating from over Php loyalty and overall mark 


acceptance set by 


In recent years, Gardenia has also expanded its 


HISTORY 


distribution network by leaps and bounds, especially The market leader for many 


and Tuguegarao 


City in the 


h and Bacolod City in the south, — Gardenia traces äs origins to 


where expansion continues to this day. Armed a humble in-store bakery at 
with the broadest bread distribution network in the Bukit Timah Plaza in Singapo 
country, Gardenia is able to ensure that only the — (1978) and to Horatio “Sye 


Slocumm, an American baker with over 35 


for baking bread are credited for Gardenia 
^. By Marc 


he first Gardenia commercial bakery hi 


opened at Pandan Loop. It was not long 


Gardenia clain 


ed market leadership 


a position i 
and expanded i 


wing Gardenia chain of bakeries. 


Gardenia Bakeries Philippines Inc. was established 


in the country. The factory is situated 


rational Industrial Park in Mamplasan, Bian 


2000, Garden 


established a bun plant to 


and pandesal, a popular local 


the biggest and most techne 


h now produces 4,000 loaves 


The 


the latest equipment from the United States and “No Sugar Added" whine sand 

Europe for large scale baking addition to the healthy-licious bread line in 200: 
THE PRODUCT and weight watchers and addresses comp 

Two core values guide Gardenias bread making research dota showin h 

process: strong emphasis on product excellence — oí Filipinos are diabetics 

and product freshness. This is exemplified in the he company also recently 


original recipe, a well-kept — licious line 


ingredients 
skimmed mill powder, and vitu 
This timely 


x, has freshly baked aroma and mter el 


White Bread ste cake with sweet filings of 

+ Healthy-licious Bread: High Fiber Wheat hocolate or vanilla 

Bread, Carrot Raisin Loaf, High Calcium Lou, 

$ Grain Loaf, No Sugar Added Loaf and Whole RECENT DEVELOPMENTS 

Wheat Bun dy introduced single serve produc 
oF Bread: California Raisin Low et, an innovative move th nen 

Chocolate Chip Loaf, Double Delights N ned with open arms and competitors 

in Y loa) Choco-Macha Loaf, Do 

Ube-Cheese Loaf and Foc y 
+ Buns: Regular Pandesal, 


Raisin Toast, Choco 
Toast and Garlic Toast 
in 2005, Gardenia introduced the 


Black Forest 


The 


BB Filipino market. he 


why Gardenia uses the most creative marketing 
recognizable, patemed aher international packaging 


the bright and colorful red, white and 


1 display maximizes the b 
ippeal. The bread is displayed upright and standing 


duct design and 


ect fe d softness. 


vision. radio and print to strengthen 


as 1,000 10 3,500 student-viitors to Gardenias 


BRAND VALUES 


Philippines prides itself for its consumer 


ny in the baking industry d 


and taste. This guiding p med 
the Gardenia trademark 10 a leadership position 
not only in the Philippines, b or 


bread 


he Gardenia brand 


THINGS YOU DIDN'T KNOW ABOUT 


GARDENIA 


， Gardenias G-lock system is an unmatched 
approach that ensures the freshness and 
quality of Gardenia breads. The G-lock 
system ls Gardenia's way of keeping 
customers informed through a unique 
‘quality system that is accessible and 
understandable to al. 


* The G-lock color coding is part of 
Gardenia’s quality control system. To 
prevent confusion, one color per day is 
assigned, meaning there are seven G-lock 
colors assigned forthe seven days of the | 
week. The day always matches the color 
The following are the G-lock colors with 
the corresponding days: 

Monday - Tan; Tuesday - Orange; 
Wednesday - Yellow; Thursday Blue: 
Friday ~ Green: Saturday ~ Red; Sunday 
= White 

This means for example, that on a Thursday, 
a consumer will see on display shelves 
tether a Blue G-lock which means it was 
delivered that Thursday morning or a yellow 
G-lock which means it was delivered the 
dy before or Wednesday: 


Superbrands 


Goldilocks 


AKESHOP e FOODSHOP 


THE MARKET 

Fert ins Coloca yet 
‘versions: a golden-haired lass who encounters 

the three bears, and a bakeshop that has become 

ipino way of life. 

its 40th year, Goldilocks remains 

that and more. At the forefront of its industry, the 

company e 


n integral part of the F 


Now o 


joys a substantia lead over competitors 


in all aspects of performance. National consumer 


surveys have consist 
as th 
indices 


ly identified Goldilocks 


landslide winner in customer satisfaction 
ich as Awareness Conversion (the 


vanslate brand awareness to actual trial) and 
Share of Heart (th ich to 


meavuring preference 


appre 
Indeed according toa 2005 study by AC Nielsen 
the words leading market research and information 
Goldilocks enjoys a total product aw. 
o( 100 p respondents 

ventioning it first. More impressively. Goldilocks 


ent, with seven out of 1 


ied a full conversion of awa 
and has done 


vnessn-tral, 
ceedingly well in retaining trial to 
regular purchase. te 

base, and continues to 


ACHIEVEMENTS 
n its inception in 1966, Goldilocks has 
contributed not just to local culture, but to industry 

franchising program that helps 
numerous Filipino entrepreneurs put up reliabl 
and lucrative food businesses. Indeed, franchises 
account for approximately two-thins ofGoldilocks 

2 branches nationwide. It also retains the services 
of 4,000 local employees, providing benefits 
that assist not only these employees but also 
their dependents. 

Goldilocks’ contributions have not gone 
unrecognized. Over the years, the company has 
consistently garnered prestigious awards: so many 
times that in 2003, it was inducted into the Hall of 


Fame ofthe National Consumers Quality Awards, the 
Consumer Union of the Philippines Award, and the 
Parangal ng Bayan for Most Outstanding Bakeshop 
Award. The company’s president, Me. Freddie Go, 
has also been honored with an Agora Award for 
Entrepreneurial Excellence 

Its other notable distinctions 
include the Philippine Murketing 
Excellence Most 
Outstanding Native Food 
Chain, as well as several 


awards from the Philip 


Franchise Association; Most 
Promising Filipina Franchise 
of the Year, 

Filipino Franchise of the Year, 
Outstanding Marketing Campaign 
of the Yer, and finally, inclusion in the 
PEA Franchise Hall of Fame, Meanwhile, Goldilocks 
has been na 


Outstanding 


ned a 


ilipin Superbrand every year 
since the Philippine Superbrands Council began 
ivi deserving local companies the accolade. 


HISTORY 
Goldilocks traces its roots to the collaboration and 
Complementary talents of three women, whose 
Collective love for good food fueled what has been 
lay. In 1966, 
‘ho sisters, Milagros and Clarita, and their sister 
in-law, Doris, decided to open a small bakeshop 
along Pasong Tamo Street, Makati. The sisters had 
already been dabbling in the business for some 


tamtormed into a global enterprise 


Milagros, by supplying chiffon slices to a 
number of Manila’ canteens, and Clarita, by baking 
and decorating cakes during special occasions in 
icol when they decided to take their hobby one 
step further. A third sister, Maria Flor, suggested 
that they name the enterprise “Goldilocks” 
character in a fairy tle, aiming to make it easier for 
children and their mothers to remember is name 
and because it suggested luck and prosperity 

Over the years, Goldilocks did prosper. but not 
due to mere luck. The sisters dedication, hard work 
d business sensibilities led n a second branch just 
NO years after the proneering outlet began operating. 
From ten e 


ployees and two display stands, 
‘Goldilocks has become a global brand, expanding to 


Pinoydeli  yyuguan 
ON 


dá 


ol 


109 stores in the Philippines and over 


thousands of local employees. ts sales 
¡of 574 pesos during opening day on May 15, 1966 
has multiplied thousands of times over, res 
system-wide total of 4.14 billion pesos by the 


THE PRODUCT 
ades, the Goldilocks 
menu has evolved. impressively 
Although there are more than 400 
‘products in ts menu, the Goldilocks 
Re 


rch & Development Team 


iscriminating 
tastes oí Filipinos everywhere. From its 


initial offering of rolls, chiffon slices and 


pastries, Goldilocks now offers full meal and 
merienda chos 


ex. catering services 
recognized a the foremost spec 
to decorated cakes. The 

ot only boast of the alltime 


ist when 
npany’s bakes 
rom the 


perennial mamon and ensaymada to brownies, cake 
slices and rolls—but also new favorites such as lts 
Sweet Delights polvoron and Pik-A-Pop ca 
popcorn iboth of which are also aval 
retail outlets), Of late, Gok 
a line of low-calorie, supardre 


As has introduced 

desserts via is Go 

Lite product line, Health-conscious customers ha 

already made the Sugar Free Mamon, Sugar 

Ensaymada, Vanilla Lite, and Mango Mousse Lite 
bestellen. 


Meanwhi 
such as karekan 


its food shops offer local tre 
pansit palabok, fresh lumpia, 
and pork barbeque. with delicious variations of 
tradition Filipino food served through its SaraPinoy 
value meals. Goldilocks also launched its Pinoydeli 
Tine. which fe «cook 
such as rellenong hangus, pork barbeque, siopa 
lumpiang shanghai to name a few. Pinoydeli now 
includes hygjenically-packed servings of bestselling 
dishes such as dinuguan, lechon paksiw, bopis, 
laing, bee caldereta, kare-kare, pork meatballs, and 
condiments such as atsar 


tures frozen, ready worites 


sweet and sour sauce 
and bagoong 
Since Goldilocks products are a staple du 


gatherings and parties, they introduce 


pocket 


Party Fun Feast, which are meal combinations 
intended for large groups, Combined with the 
convenience of an advanced order program and 
a high-recall one number Metro Manila Delivery 
Hotline (889-1-999), Goldilocks meals are now 
enjoyed in celebrations everywhere. 


RECENT DEVELOPMENTS 
Most Filipinos consider Goldilocks not only a bran. 
buta Filipino institution. In fact its popular tagline, 
“How thoughtful, how Goldilocks” has evolved 
‘over the years into “How thoughtful, how Pinoy 
{colloquial for ‘Filipino, embracing a culture and 
tradition that goes beyond the name. 

Yet Goldilocks has also decided to reposition 
itself as a global brand—as a well loved, homegrown 
‘enterprise primed to serve the rest of the world 
Following the principle of “thinking global, 
strategizing regional, and acting loca”, it maintains 
the exact homegrown goodness of its products 
in overseas markets, but endeavors to acquaint 
multicultural tastes with its menu items as well. As a 
resul, its hold on the international market continues 
to strengthen. From one branch in Los Angeles. 
California in 1976, Goldilocks has expanded to 
other key cities in the United States such as San 
Francisco, Las Vegas, Sacramento, and San Diego. 
for a total of 16 U.S. stores. hs first outlet in the East 
Coast will soon open, with others sure to follow: 
Likewise, the sole Goldilocks outlet in Vancouver, 
Canada, will undoubtedly encourage more branches 
"o open due to its remarkable success. 

Goldilocks is currently in the process of tapping 
imo the markets of such Southeast Asian countries 
as Thailand, Singapore and Hong Kong, Moreover 
It as received a considerable number of requests 
10 open in the Middle East, mostly from Overseas 
Filipino Workers and expatriates. 


PROMOTION 
An internationally renowned market guru once 
‘observed that Goldilocks has a marketing advantage 
that sets it apart from its competitors: it has the unique 
ability to touch the consumer both intellectually and 
‘emotionally. in addition to utilizing standard tri- 
media channels, Goldilocks formulates promotional 
strategies which allow the company to connect with 
its customers in a more personal way. 


Ore example of this was thet “Sweet Memories” 
campaign. which encouraged loyal customers 10 
Share their favorite Goldilocks moments to the rest 
ofthe world. A huge success, the promo produced 
literally thousands upon thousands of entries. 
Whether through a written narative or drawn 
artwork, participants relived how much the well- 
loved bakeshop was part of a cherished memory 
They also submitted photographs, most especially. 
those that captured untorgetable celebrations o£ 
decades past. All contributors were entitled to 
Goldilocks products, while some won bigger prizes 
and will hopefully have their work published in a 
‘commemorative hook 

Another groundbreaking event was the 
staging of the 1st Goldilocks Intercollegiate Cake 
Decorating Challenge. The idea behind the 
competition was to give college students a venue o 
showcase ther creativity and talents. Since majority 
‘ofthe baking industry events focus on professional 
demon or seminars, this was a chance to highlight 
ture pastry chef 


Verering away trom the typical “submit display. 
and-judge” format, teams representing 8 leading 
‘schools shared single stage and one central supply 
bin. They were then made to decorate four base 
‘cakes within a given time frame, resulting in an 
atmosphere charged with intensity, urgency and 
‘excitement. The jam-packed event was widely 
Covered by media, and numerous requests have 
already been made to elevate the Cake Decorating 
Challenge to 4 national level. Furthermore, after 
demonstrating the fun and creativity involved in 
the activity, Goldilocks has since launched a line of 
“do-it-yourself” cake decorating accessories, which 
‘can translate into hours of enjoyment for adults and 
children alike. This adds fun and excitement to any 
birthday celebration or kiddie party. proving that it 
îs indeed “Great to Create Together” 

Most recently, Goldilocks wanted pay tribute to 
the community that has accepted and supported its 
Business throughout four decades. In celebration of 
ts 40th birthday. the company decided to present 
two special gifts to the Filipino people 

First, it commissioned a beautiful song entitled 
“Araw Mo", sung by the popular recording artist 
Nina. Araw Mo is essentially a “Happy Birthday” 
song reinvented for the Filipino. While there 


E 


are traditional Filipino songs for most occasions 
(eg, Chrismas, Weddings, etc there has never 
been a binhday song that acknowledges our 
national heritage and persona, “Araw Mo" is 
something that every Filipino can clim as heir 
‘wn, as it delivers a touching message to birthday 
celebrants through Original Pilipino Music 
and hnes. 

Second, it decided to promote the song in a 
way that would benefit worthy cause. As ol this 
writing, special commemorative Araw Mo CDS 
ate available in Goldilocks outlets. All proceeds 
from the sale of these CDs shall be given to wo 
chante: The LeukemicIndigents Fund Endowment 
(LIE and UNICEF. In doing this, Araw Mo hopes 
to be the medium by which those in need can 
celebrate more birthdays. More importantly iti a 
way for Goldilocks to show that “How Thoughtful, 
How Pinoy” goes beyond words and translates 
into action 

BRAND VALUE! 

The popular book collection “You Know You're 
Pinoy V." lists 92 items that cleverly capture the 
unique idiosyncrasies, essence, and character of 
the Filipino way of lie. And right up there with 
“You keep a tabo in your bathroom and “you eat 
rice tor breakfast” 1 “Goldilocks means more than a 
fairy tale character to you", proving just how much 
Filipinos have accepted Goldilocks as a cultural 
fact of lil, indeed the Goldilocks brand bolls 
down to simple Filipino values. Thoughttulness. 
Care. Love tor family. Excelence, With each product 
purchased and consumed, customers don't merely 
set a delicious slice of cake or a scrumptious dish, 
but a tante of something truly Pinoy, 

And while it is overwhelmingly evident that 
Goldilocks has an indelible brand identity in 
the Philippines, it is also an identity that can be 
easily communicated and adapted to new markets 
abroad. As shown by its strong international 
presence, Goldilocks is a global brand that has 
successfully provided 100 percent Filipino 
aematives toa wide range of desserts, snack foods, 
and breads, proving that the Filipino can produce 
high-quality products at par with the best ofthe rest 
ofthe word. 


THE MARKET 
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tic Phi 


the wholly Flipino-awned 


ppine 


nd 


ame of Greenwich, the Philippines 
number one pizza today in t 
preference, market share, gross sales, number of 
pizza units sol 

In a young and vibrant market, the qualities 
dining. 
—** 


d store networking, 


value for money and being a fun 


perience combine to energize the 
success of Greenwich - now 100 


ent owned by Jollibee Foods Corporation 


pizzas, pastas, chicken dishes and lots more 


at value for money market's 
in 2005, total 
hed almost 3.7 
P200 


1 registered in the company first year 


prices. The 


response has been ex 


annual sales of Greenwich re: 
billion pesos, 


compared to the “me 


of operations. 


ACHIEVEMENTS: 


From 1994 to 1997, Greenwich doubled from 50 


o 100 stores, a phenomenon achie 
adherence to ts FSC (Food, Service and Cleanliness 


policy, one that defines its commitm 


delighting its customers 
h 


history, Greenwich has garnered numerous 


s no wonder then that throughout its 


distinctive awards 
* In 2002 honore 


as The Outstanding 
Pizza Fast Food Chain by the Consumers 
Union of the Philippines in their 14th 
Annual National Consumers Awards 

^ For an unprecedented four consecutive 

2002 to 2005, 

Greenwich Pizza Corporation has been 


bestowed “The Most Outstanding Pizza 
Parlor” by The 
Foundation at their Annual National 


Parangal ng Bayan 


Consumers Excellence Awards 


© Outstanding Filipino Franchise, 2004, 
Outstanding, Franchise Marketing of the Year, 


2004 by Philippine Franchise Association and 


Department of Trade and Industry 
* Outstanding 
Fame, 2005 


Filipino Franchise Hall. of 


cvements, Greenwich has 
served more customer tha 


any other pizza chain 
since 1997, 


HISTORY 
Mes. Cresida Tueres opened an over-the-counter 
pizza store in the Greenhills Commercial Center in 
1971, naming her modest 

By 1994, when competition had become fierce. 
entry of internationally known franchises, 
Greenwich already had 50 outlets 

In June 


uses Greenwich Pizza 


1995, new packaging designs 
synchronized with the company’s rejuvenated 


image were introduced. Later that year a specific 


ed marketing cam 


sting the young 


ign 


and the vibrant began in eamest, and Greenwich 


brand new image was revealed. 1997 was a major 
milestone with the opening of the com 
By 1998 sales had t 
Popping two billion pesos, and the follow 


100th store pped an eye. 


enc and unpeecedentid 


at its Pasig commissary, Th 


Ns objectives is valve for 


alues alongside 


delicious taste anda 
Characterized by a youthful vibrancy. 


ining experience 


The best value-lor money proposition. 


exemplifies the company’s recogni 


of, indeed respect for, 
hard-earned money 

The glowing success of Greenwich 
4 Corporation 


loper 
in May of 1994 to acquiro 


n the Philippines 


am 80 percent sh 


holding in Greenwich, in 


the process n Greenwich 


Pizza Corporation. In early 


acquired 100 percent of Gree 


undensc 


ng both companies 


compelling successes 


Business Partners 
One of Greenwich's resolute strengths is its track. 
record of cultivating franchise relations aimed 
at multiplying its business partnerships. As a 
result, many franchisees have successfully grown 
their respective businesses, continuously adding 
Greenwich stores to their dynamic networks. As of 
May 2006, Greenwich had 2 wide 
from asfar north as Tuguegarao, Cagayan Province to 
General Santos City down in Southem Mindanao. 


Of the 240 stores, 48 percent are franchised, 


delivery stores through which 


Gr Siguradong on 
Time”, is exemplified and strategically supported 
by a one-number delivery service now available 


in Metro Manila, Cebu, 


o and Baguio cities 
In terms of service to complement product, the 


Company places such importance on impeccable 


delivery that it created Point c 
Access (POA) to handle 
service, mobile stores and 


GTGs (Greenwich to Go’. 


THE PRODUCT 


Greenwichs major products an 


delicious pizza, pasta and chicken, 
th 

on th 
fi 
varieties and favors of pizzas with 


cipes of which are b 


popularity with young 


pinos. Over the years, season. 


a thin and crusty hase have been 
introduced to satiate the palates of 

dynamic and vibrant youth, For 
late last year, it came up 


with a truly uniqu 
by introducing Super Sisig Pizza, a 


Philippine pizza 


de dish among Filipinos 
The 
is sill the Greenwich Special 


Il Original Crust flavors, 
edge of the crust, four 
jho available in thick crust 
h is the Primo Classic. The 
ko 


pred and sauced 


able in the big 
group size Pizza Squares, each of which yields 
16 slices good for four to six persons, Or 


choosing any f 


can also opt for the imix and 


match) Square as we 


the seven flavors to make up one 


square pizza. 
In September of 2005, Greenwich 


re-launched its most popular pas 
dish, Lasagna Suprem 
made even n nd more 


bite The 
also added its fried chicken line 


-ompary 


with the Crazy Hot Chicken, a spicy 
In the thick 
led Bert Primo is a 


d chicken 


pizza crus line, C 
welcome addition for customers who 
a hetty helping of beef on each 
thick pizza slice 

GREENWICH PIZZA PADALA. a 
new service feature of Point of Access is 


now a major component ofthe company’s 


ble 


to more Filipinos. Accessing through 


www.greenwich.com.ph for details 
md paying through credit cards, 
U.S. and Canadian residents can now 


re the! 
delivered to their friends 
ines through pres com 

qual 


avorite € 


packages 


d relatives here in the 


of highest 


quality nsistency at all 
outlets. Emphasis is placed on integrity, passion 
for excellence, enterprising spirit, and delighting 
c possible 
The 


in food preparation excels 


tomers to the utmost deg 


RECENT DEVELOPMENTS 
DOS was ancther banner year for Greenwich, with 
the Hot Meals Express Counter Launched x 


enhance service time. Additionally. 


specialized marketing services group was created to 


assure regional markets’ needs are more efficiently 
serviced. In complement, internal communications 
programs for a stronger organization were 


introduced: Kamusta, Ka-Partner, 
Kamustahan with franchisees and 
managers, Birthday Chats and 


internal launches 


PROMOTION 


Creative and energetic promotional 


Campaigns have contributed to th 


every campaign heralding a major 
theme via a clever combination of 


Bein- The- Line efforts and interesting 


merchandising materials in the sles 


In all, Greenwichs advertising embodies the 
young and vibrant brand character, with ad 
campaigns addressing a distinctly youthful 
Philippine populace. Ther tones and moods are 

e the youth of today 


A good example of this was the "Ka-Creemwich 


fun and engaging. much 


Kita jingle” periormed by the popular youth band 
Rivermaya a few years ago. An MTV production of. 


it was made featuring the same band. and the entire 


Ka-Creenwich campaign featured var 
scenarios wherein p 


a good way 

în 2005, Greenwich Pizza Corporation enlisted 
the talents of wholesome singer Christian Bautista, 
cleverly chosen as Greemwich's endorser because 


he is a sincere, popular singer dedicated to the 


youth - with a reputation and personality that is 


in perfect synchronicity with Greenwich's very 
‘wn philosophical outlook and applied practices. 
His hit song, “Nais Ko’ 

widespread appeal to the youth and to the image 


(of Greenwich as young, fun and wholesome 
The company’ latest campaign is catchy and. 
succinct, "You Want, You Get!” because it most 


as the company's posture and effective abi 
deliver dei 


as desired by the young 


hicken dishes 


ys pizzas, pastas and. 


om to establish media campaigns, In- 


cor 


ded promotions n 


more exciting eating-out adventu 
In the arena of so 


ial responsibility, Green 


demonstrates. good corporate citizenship wi 


h programs. A contempo 


program i conjunction with Mother Corporat 
hol med "Ar, 
Kabuhayan”, The programs thrust and real world 


Foundation Project is aptly 


ation motivates college students to work part 


y allowances. Fur 
the Philippine youth’ special place 
ms th 


forcing 
Greenwich 


social responsibility prog re is likewis 


partnership between Greenwich and Pathways 


to Higher Education of the The Ateneo, whe 


the later provides bright but financially 
challenged students with scholarships 
while Greenwich provides them employment 


with stipends. The stipends help with their 
everyday struggles such 


fare, food, allowances, school pr 


conta and other expenses not covered by 
the scholarships 


BRAND VALUES 


Gaeeenvich is known tor and defined by its 


value for money and 
Delici 


thee core values. tas 


a great dining experience s pizzas, 


stores and conducive décor within each and every 


one of Greenwich 240 stores is what loyal and 


stomen alike 


new primarily the young and 
the vibrant — have come to consistently expect 
and get 


The bottom line is that in à country where the 


youth domin, 


es the population landscape, the 


public trusts Greenwich for being 


happy organization, the waits of an 


unequivocal Superbrand. 


+ The success of Greenwich is such that 
since 1997 the company has served more 
‘customers than any other pizza chain, I 
continues todo so today. 


By1998 Greenwich was ranked number 


‘one among pizza-pasta chains, hitting wo 
billion pesos in sales. 


^ The year 2005 was a breakthrough year or. 
Greenwich. Many stores were renovated 
10 sport the “next generation” Greenwich 
store look that promises consummate 
customer satisfaction and an even more 


enjoyable dining experience. 


Superbrands 
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THE MARKET 
Deren aná tee competion dos 
the contemporary snack food market in the 


Philippines. Supermarkets, mom and pop grocery 
stores, school outlets, sari-sari stores, bus stations 
and sidewalk vendors throughout the Philippines 
carry and sell a virtually unlimited variety and 
quantity of snack foods, all competing for Filipinov’ 
attention and palatal preferences 

Manufactured or homemade from diferent 
food bases such as flour, com, potato and countless 
fruit varieties, they are available in the widest 
assortment of favors and sizes, many enriched with 
vitamins and minerals and packaged in a host of 
diferent ways. 

Within this kaleidoscopic landscape of types of 
snacks inthe archipelago, the diminutive in size but 
mighty peanut commands a presence hard pressed 
10 be equaled in terms of popularity. The peanut is 
in fact a dominant favorite among Filipinos, and as 
a snack food staple, they cater to à market that is 
effectively boundary free within the 7,107- stand. 
115,000 square mile area that i the Philippines. In 
terms of categorization, they can be broken down 
as follows 
* Traditionally-prepared peanuts, such as 

“adobong mani” (peanuts roasted in oil & garlic) 

nd “nilagang mani" boiled peanuts) 
^ Lese grease peanuts. those which have very 
minimal presence of oil on the surface and no 
oily feel or 


+ Coated / Cracker nuts, which are peanuts 
Covered with layers oí flour and starch and 

Whoseoutertexturesrangefromcrispy toa crunchy 

tough bite 

The latter two classes, less-greasy type and 
‘coated/cracker type nuts are primarily branded, 
and it is to these genres that Growers makes its 
prominent mark in the Philippines - a distinguished 
prominence detailed herein 


ACHIEVEMENTS 
owers was the pioneer peanut brand in 
the Philippines that allowed Filipinos to savor 
roasted peanuts without feeling messy and oil. 
in the process blending natural favors impeccably 
with garlic seasoning. The innovative technique 
and recipe, the resulting distinctive flavor and 
ensuing success starting in the early 60's spawned 
a Striking brand awareness and strong following 
for Growers. 


Growers has 
maintained its 
position as the 
top brand in 
the “less-grease” 
peanut category 
ever since Growers 
Food 
pincer the genre 
ite, owing the 
distinction to highly 

sistent quality 
and the original 
formula of “Original 


Industries 


lc" flavor it 

introduced. As such, 

Growers products 

have snatched up 

awards throughout the decades, just a few of which 

in recent years have been: 

* Outstanding Roasted Peanut Brand - 2003 Asia 
Pacific Excellence Award 

* Top Roasted Peanuts Brand 2003 
Consumers Quality Award (NCQA) 

+ Outstanding Roasted Peanuts Brand 
Family & Consumers Choice Award. 

+ Top Roasted Peanuts Brand of the Year 
‘Year Ender Consumers Choice Award 

+ Outstanding Peanut Brand for 2004 - Parangal ng 
Bayan National Consumers Excellence Awards 

+ Prestigious Superbrands Award, 2004-2005, and 
2005-2006 


National 
2003 


2003 


HISTORY 
The year was 1963. Against the backdrop of a limited 
number of snack food types in the early 1960s, a 
‘gentle, unassuming man named Mr. Shu Too Thip 
‘seized on the opportunity to launch a revolutionary 
Garlic-Favored, Less Grease Roasted Peanut, 
Before then, peanuts had been sold primarily 
as ‘adobong mani, or peanuts roasted in oil 
which was a method of cooking that result in a 
highly flavored and aromatic snacks, but which 
were notoriously oily and messy. From his very 
own residence in Blumentritt, Manila, Mr. Shu 
Too's pronounced affinity for peanuts plus his 
penchant for experimenting resulted in this unique 
concept in roasting - giving birth to a small 
business that would eventually become an 
‘expansive operation 


Following his perfection of the formula, Mr 
‘Shu Too assembled the roasting machines piece 
by piece, not long after converting his garage 
into a mini-factory that produced 30 kilograms 
per day of Growers peanuts. A rapidly growing 
demand further prompted Growers to relocate 
its operations to Valenzuela, and in short order 
sales had spread it wings to Metro Manila and key 
Ces nationwide. 

In 1986 its visionary and founding father 
passed away, but by then his irrepressible legacy 
had led to the incorporation of Growers Food 
Industries into GFI Enterprises Inc. Today, Growers 

manufactured, wholesaled and retailed in vas 
‘quantities nationwide, It also serves the peanut 
requirements of shipping and airlines. and is. 
‘exported to the US, Canada, italy, France, Holland, 
the Middle East, Taiwan and Korea, among many 
other countries 


THE PRODUCT 
Growers expansion after the company s launching in 
1963 was for more than two decades accomplished. 


by producing just a single variant ~ its original 
Garlic-Flavored peanuts. But then came innovation 
and adaptability with the changing times and 
sophistication, and eventually the company exhibited 
its dynamism by historically introducing savory 
new product types detailed by years accomplished 
as follows: 
* 1986 - Growers Salted Cashew nuts 
* 1988 — Savory Hot Peanuts 
+ 1991 - Oriental Flavor and Honey 
Roasted Peanuts 
+ 1992 - Toasted Cashew Nuts 
+ 1993 -Glazed Pili Nuts and Mix Nuts 
in 1993. 
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end of he year 2003 saw the launching of 
ble Nuts in Metro Manila. They were 

Kind in the Philippines 
mble on one's pa 


the fist of the 
peanuts with unía 
js that gently c 

ants - Ensalada con alape 

Chicken Adobo and Jamaican BBQ. 
Crumble Nuts represent an entirely new experience 
tothe 1s available inthe 
Philippines today 
Notwithiand 


toasted 


ly f 


d crispy bisquite 
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ind ape of peanut prod 


18 Grower's growing family of 
Garlic Flavor is the 


ls best known for, as well as its largest 


products, Growers origin 


RECENT DEVELOPMENTS 
s have seen a clearly belttightening, 


Recent ye 
‘economic scenario inthe Philippines, with purchasing 
power continuing to contract while production 


and mark 
tural react 


18 costs persist in escalating. In 


n, most snack food suppliers 


persistently offer super competitive prices. 


ity, GFI has implemented 
ns at the plant 
img cost 


Recognizing this rea 


sed at controlling and minim, 


reases without compromising in 
efficiency in order 


improving 


product quality and operational 
to increase productivity 

ally, th 
about signifi 


t strides by way of continuous 
lopment in the 
ening shelf life, improvements in product 

investment in new equipment 


product dev direction of 


and, adoption 
of more stringent procedures 
governing product safety and 
plant sanitation. 
in terms of marketing 
execution, through its vigorous 
and exclusive distributor 
MarketReach Dist 
GFI has been unwavering in 
its objective to spre 
across the Philippine archipelaga, 
with more and more outlets in 


the tertiary or remote aras being 
reached through aggressive and 
intensive sales and distribution 
thrusts, Finally, with Growers 


confidence in its repertoire of 


International quality products 
the company has ach 


steps in product exportation and 


ed great 


has been much mo 


exive in its export 
marketing posture 


PROMOTION 


Throughout its history, Growers has featured 
numerous successful promo 
ln the i shon 


campaign anchored on a 


onal campaigns. 
sed a Health Nut 
captivating TV 


mid 90s, 


ad with an endearing jingle: “A Nut To Me 
Is Growers” 

ln the last quarter of 2003, Growers launched 
its “Sarap Panggigilan!” campaign using radio 


and streamers that grace special events. Growers 
‘continues to maintain its indelible presence vi 


prominent appearances in big malls and through 


proactive participation in trade shows such as the 


International Food Exhibit (FEX) held 
the Word Trade Center on Roxas Boulevard. 


memorable Growers. brochure 
was launched with "NUTurally Irresistible” as is 
esents the companys 

oads into 


ching slogan that rep 
focus on establishing even deeper 
the export market 


BRAND VALUES 
Among baby boomers and for next generation 
I, the Growers brand brings back happy 

of thei schooldays as they recall Growers 


being a part of their childhood. Indeed, Grows has 
been a trated peanut brand throughout is 40-year 
[n 

never wavering from its quality control acumen. 


or. with ts manufacturer, GFI Enterprises Inc 
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Moreover, Growers is such “a pe 
—* 


more for the superior product that i is. In unison 


with prestige 


die-income brackets are wi 


with its attractive packaging material 


Vd design ls 
its consistent and unrivalled quality - characteristic 
sp 
mistaken for being imported 


that cause the Crow Wt to be commonly 


Growers’ social responsibility as a food 
4 practiced by 


owen brand, Bound 


turer i deeply embraced 
4 the Gr 

and function do mot exist among all 

¡ted in working towards th 


the peuple beh 


rank 


employees who an 


company’s goal Y clean, sa 


healthy food 
A customer summed it up when h 


volunteered this unsolicited remark 


the only brand of peanuts 1 can eat in à movi 
theater without any fear of eating a spoiled, 
unhealthy nut 


This sentiment 
about the Gr 
such wide spread recognition has 


peanuts to the echek 


THINGS YOU DIDN'T KNOW ABOUT 
GROWERS 


* The peanut is not a nut, ftis a legume, 
It is rich in protein, calcium, iron, 
niacin, thiamin and carbohydrates, 
among others. 

^ The 15:gram pouch of Growers peanuts 
old for only ten centavos in 1963. 

+ While the majority of snack foods fall 
under the “junk food" category. peanuts 
are considered a "health food”. To many, it 
1s "bain fod", 

t Peanuts are cholesterol-free and have more 
high-quality protein than other nuts. 

+ Peanuts are far richer in antioxidants than 
apples, carrots or beets 

+ Because of their high quality and tantalizing 
favo, Growers Peanuts have been, and 
are a favorite “pasalubong” (gt, among 
Filipinos abroad. 


Superbrands 


THE PRODUCT 


PROMOTION 


BRAND VALUES 


THINGS YOU DIDN'T KNOW ABOUT 
HANG TEN 


^ Mang Ten got its name from the surfing, 


term, “Hanging Ten”, which means to hang 
all 10 toes over the nose of a surfboard, 
This is the ultimate surfing maneuver, | 
the pinnacle of surfing, as a “hole in ono” 
isto gol 


^ Mang Tens fist boutique in the Philippines 


was opened in 1996, and is situated in Sta. 
Lucia Mall, Cainta, Rizal. 


+ All of Hang Tes shirts are imported from 
abroad. The company has no manuiacturing 
plant in the Philippines. 


Superbrands 


THE MARKET 


dress o th 


narkable k 


T — 


Y sweet things is manifest ín a wide variety 
day and mig) 
nos. These range from main course 


very meal, to snacks and 


preierences a 


bakery items extending from cakes 


1o pastries to flavored and non-avored breads of 


all sizes, shapes and colors. 


As a result, bakery businesses abound in 


the Philippines. Modest, family-type operations 


nd large corporate manufacturers produce a 
colorful, virtually limitless assortment found in 

ighborhood bakeshops, shopping malls 
canteens, sari- sari stores, public markets 
nd supermarkets. Besides their respective 


entrepreneurship goals, these bakeries satisfy 


a huge nati ing and growing market 


population growth and affinity for all things sw 


produces an 


'of the country’s baking industry is Bi 


Corporation, The company 


innovative, tasty. nutri rdable line 
Squat 


and breads. 


cakes, pasti 


majority of Filipinos. 


The future indeed looks bright for Big E Food 


Corporation, given a naturally robust market 


delicious taste, and affordability of all Lemon 


Square products 


ACHIEVEMENTS 


Considering its modest beginnings, the 


industry isin ise a significant achievement 


v with a single worker ~ the owner 
herself - and has grown to hundreds of 
employees who presently produce a highly 


popular brand. 


ess of doing so, Big E F 


Corporation has continuously fulfilled its 


mission statement -— providing healthy and 


top of this, the c 
nteeed the well being ofits stakeholder, 


ned money of most Filipinos. On 


its employees, the consumers and its 
surrounding communities 
In terms of product. consumer and 


business awards, Lemon Square gamered the 
following awards: 
+ Most Outstanding Trade Partner Primary 


Category: 2004 SM Supermarket Golden 


Cart Award - Nominee 

* National Product Quality Excellence 
Award - Best Cupcake Manufacturer 

* Isetann Supplier of the Year - Food 

+ Silver Award Nominee - Robinsons 
Supermarket 

* LCC Strategic Part LCC Chain of 
Supermarkets 

HISTORY 


María Dulce Vergel de Dios 
baking. That 


accomplish her college thesis on the subject. 


ondion pasion 
was fo zeal motivated her to 


Shorty after, in 198: 


she began del 


pieces of homemade cupcakes everyday from 


her residence in Valenzuela to the wet market in 
Malabon across the Northem Luzon Expressway 
Just two months after the deliveries began 
she was producing and selling 1,000 oí her 
original Cheese Cake treats a day. Growth from 
that point on can only be described as even 


exponential. In chronological sequen 


they 


se are milestones and the years 


n 


The company’s product line multiplied to 
include brownies, ensaymadas and mamon 


Operations expanded to such an extent 
4 


ons but also her 


that Nina, as her close friends call her, reloc 


tot just he company’s opera 
residence to a 500-square meter property in 
neighboring Mecauayan 

+ 1996 - Lemon Square purchased and imported 

ing 

ight 


a fully automated mixing, baking and p 
machine. The office building was also bui 


modd 


‘on the premises that year, and the company was 
trucks, 


mated machine, a 


by then operating a fleet of fiw 


+ 2000 - A third fully au 


sandwich c 


Squares GO! chocolate enrobed layered cakes 
and Inipit "Super Sarap” cake sandwiches 


and sought-after baked products to most public 


markets, supermarkets, canteens and sari-sari 
stores all over Luzon. Additionally. Lemon Sq 

products are now present on the shelves of 
major supermarkets in key cities in Visayas and 
in Mindanao, supported by an extensive network 
of distributors in those areas. These include the 
major Philippine cities of Cebu, Bacolod, llo 

Cagayan De Oro, and Davao, Further inroads 


and expansion continue to take place at an 


THE PRODUCT 


An array of over 40 diferent varieties of quality 


baked products comprises Lemon Square's current 
line up of goodies. This e 

Square the industry leader with the largest 
én 


tively makes Lemon 


id most 
of Lemon 
high nutritional 


erse product line in the country. Al 


Square's delicious products ha 


value and use only natural ingredients like 


and fresh eggs. And with extremely 


the best-boked 
products for the harte 


pricing, they ar 


"er 


pino people 


are the Snack Cakes: pre-packaged 


baked goods that are easy to carry 


nywhere 

a light but 

particular line includes the flagship 
on Square Cupca 


making them i 


ling snack 


flavors 
An 

avons), and, 
als 0 flavors 


the highly s 
the INIPIT 


category line. Lemon 
election lor every need: from 


Hotdog Rolls, 
Pi 
to the 


Hamburger Buns & 
de 


There are 


ra Crust to Pullman loaf b 


also Cakes & Pastries that feature a multitude of 


baked goods such as different kinds of decorated 


akes, pies. cookies, ensaymadas, empanadas and 
much more 


add 
are Statins, and BIC 


$ to Lemon Square's roster 


Y most recent brand. Choc 


Wagon, which has two distinct product line 


‘ups: Chocosnaps and Trinkets (currently in all 


major supermarkets, groceries, wet markets and 


schools.) Chocosnaps are the chocolate-coated 


chocolate biscuits, while Trinkets are bite-sized 


chocolate-coated wal 


Lemon Square products go through a world 


cutting-edge manufacturing process. 
1 a sophisticated. 


anced, fully automated 


ing and packar 
This assures ulmost quality and freshness, with 


ig machines rom Europe 


products never being touched by human hands 
Big Es baking facilities are air-conditioned and 


sanitized. Emy required to go through 


lous scrub-down, as well as to wear c 


rilized covers for 


baking smocks along with 
their head and feet. There are Quality Ass 

tep of the 
mply with 


officers who meticulously check every 


to guarantee all products 


Lemon Square's standards, To keep Lemon Square on. 


‘equal footing with the best in the world, Europ 


chefs and baking experts come to the Philippines 
ularly scheduled basis 

the ment contemporary 
baking techniques and bead. making technology 


RECENT DEVELOPMENTS 


ad Corporation h 


Throughout its history Big E f 


displayed as ing machinery 


foresight for acqu 


and equipment larger than currently needed 


production quantities. By the end of 2004 though. 


further expansion became inevitable because of 
tremendous growth. Big E Corporation acquired 
even bigger land to accommodate brand new. 
increased production machines that simultaneously 
boasted the la 


baking 


ing occurred in january 20, 2006 and 


installation of the much Larger capacity machinery 
n mid-2006 to serve the ever growing 


In terms of products, there is constant 
innovation and expansion of the company’s 
two major lines, and Choc 
Wagon. In complement, Big E f 

ts T 


with the latest trends and me 


Lemon Square 
4 Corpora 


is constantly improving 


Vodologies for 


the purpose of keeping up with the demands of 


fast-moving busin ws and 


PROMOTIONS 
By the end of the last millennium 
the company 
p 
goodness its products stand for today. 
lts slogan at the time, Siksik Sa Cake, 
Siksik Sa Sarap, was emblazoned all 
‘over print and TV ads. To this day 

“more filling, naturally 


oting the real, natura 


consumer minds 
The Inipit Adventures of Maverick 


and Ariel on TV was another of the 


company’s creative promotional 


drives. The comedy pair is 
popular with school age kids, 
sandwiches 


Inipit ca perfect lor 


their snacks during recess and after schoo 
ok Sa Sarap was also a memorable TV 
campaign of 2004. It was parcel to the contin 
story of Siksik Sa Cake And Siksik Sa Sarap, 
additional features of cake 


Namum: 


of BIG E 
zed on 


hugely successful Ch 
ln the same year th 
th 


Stufe for kids with the use of child actor 


Inipit series c 


Bearwin, as did 
ash 


Aguas. In 2006 the company has gone full force 


ng the Cheesecake, Stuns and Inipit 


promotions. At the same time, new products are 


being launched in 2006, and these will again be 


supported with advertising and promotions, 


BRAND VALUE: 
Lemon Square’ slogan, "We Bake Real Goodness” 


remains true to its words because its pioneer and 


driving force, Maria Dulce Vergel de Dios, is 


hands-on and ext 


mely active in daily operations. 


Translation: impeccable and unwavering quality in 


h and every Lemon Square product - in terms of 


led taste, product density and thus 
significantly, n 

nent to excellonce 
indelibly 
mies of a distinctly 


filing quality and, jus on. 


lt is this staunch com 


that endears Lemo 


Square produc 
into the hearts, minds, and tu 


loyal consuming public - fostering and vol 


the brand 


unequivoal Superbrand 


THINGS YOU DIDN'T KNOW ABOUT 
LEMON SQUARE 


Superbrands 


leonardo 


tactics as well as the patronage of a lage 
THE PRODUCT 
The Kris collection, which is actively endor 


Catering to the AB socio-e 
henelí penonally hand pi 
laborates with Leonardo inho 


reflects her personal and is among the 
the local market tod 

npany has other product variants that 

ted at the Broad C and even the DE 


market. St 


2004, Le 


grad 


big growth al handbag industry 


Wis no ardo is among the 


pioneers and trendsettersin this area. 


In addition to its lad 


diversified into ladies shoes, men's bags and 


men, women and even children. These are so 


RECENT DEVELOPMENTS 


viously, Leonard produce three 


tor Robin 


PROMOTION 


Famed TV personality Kris Aquino is now on her 


fourth year as the Leonardo product endorser. The 
patronage shows that she is a perfect fit, Aquino 
herself, hands-down the most popular prod 

In 2006, Leonardo implemented a hugely 
successful rafle promotion that spurred sales and 


BRAND VALUES 


y adhered to one 


eonardo a leader and Superbrand of ls 


THINGS YOU DIDN'T KNOW ABOUT 


LEONARDO 


* ales 12 quityconrolld sea, anda | 
Yol of 10 hands or 5 people o finish a | 
Leonardo bag, 


+ Kris Aquino herself collaborates with 
Leonardo's craftsmen and women in 
designing the successful Kris Collection. 


^ Black the bestselling color of ali time, but 
recently more fashionable colors abound 
depending on he season. 

+ Placed side by side, total bags sold 
by Leonardo's in a year will cover the 
basketball playing area of the Araneta 
Coliseum with a single layer of every Dag. 
imaginable! 

+ A medium-sized Leonardo bag can cary 
3 kilos — the equivalent weight of 300++ 
lipsticks or 200++ compact powders. Thats. | 
definitely more than whats needed in a 
etme! 


Superbrands 


Quality Products 


THE MARKET 

(Cinca baa oog ba afore Ns 

the Filip 

ago known as the poor man’s food, they are now 
e C and D markets, but by 

the A and B segments as well. The latter segments 


et. lust a decade 


consumed not jus by 


other than 


sardines as somet lam”, or the 


main ingredient in meals a 


companied by rice or 


pandesal bread) They c 


be used as part of canapés 
or pulutan (conv 


t pickings to go with drinks 
or even partot meriendas snacks in between mesh) 
Still, he maj 


vity consumes canned fish primarily 


In the 


ina of canned meats, corned beef 


popi 


igo has skillfully combined the essential taste 


arity and market prse 


v (chunkiness) char 
wach so thatthe 


and compositi teristics of 
comed beet into came node, so 
later now also appeals no 


sophisticated consumers as well 
Alltold, tis Ligo status as the industry pioneer 
nd its reput: 
mst that has earned unwavering loyalty from its 
widespread custom 

the company is poised 


n of consistently delivering quality 


Against this backdrop, 


meet potential growth of 
the market based on present economic difficulties 
that make comparati 


nd meat mo 


ely inexpensive canned fish 


ACHIEVEMENT 


Primarily anchored on its position as the pioneer of 


its industry - as well as its unwavering maintenance 
of quality pn O-year span 
the numerous accomplishment of Ligo ha 


its ability to maintain top-of-mind recall and 
corresponding loyalty from consumers. There 
are à multitude of awards that serve as shining 
testimony to this achievement, merely a few 
examples of which are 

* Top Canned Sardines Brand 2003 - National 


Consumers Quality Award accorded by 


the prestigious National Consumer Affairs 


Foundation and the People's Choice Awards 


Comenitee 
+ Most Outstanding Canned Comed Be 
2004 


Consumers Choice Award by the 

Consumer’ League ole Philippines Foundation 
KCONPHIU Ine 

* Most Outstanding Comed Bee 
Marketing Excellence Award by the Philippine 
Marketing Association. 

* Number One National Comed Beef 2005 - by 
the National Shopper's Choice Annual Award. 

+ Superbrand Status Award for Ligo Quality 


004 - Philippine 


Products for the 
SUPERBRANDS Philippines 


The aforementi 


ned aptly represent a track 
ards that 


ply too 


record of virtually countless 


led Ligo products, si 


HISTORY 


Founded by Gregory Tung Se, A. Tung Chingc 


Manutacturing Corporation has been the exclusive 
distributor of Ligo products since 1954. The 
strategic association between A. Tung Chingco 


Manufacturing Corporati 


d Liberty Gold 
Fruit Company of California, USA, propelled Ligo 


fish industry 


het leadership position of the canned 


in 1988 the c 
dominance of the mí 


any buttressed Ligo's 
het by e 


local man 


9 meet the growing 
demand for its products 

with son Gregory Tung Jat the helm, th 
strengthened i marke 


operat 
This wa 


By the mid 1990s, 


pany 
" 
imo meat. products. 


y venturing 


nely followed by the development 
and launching of new c 
P 


beet and came none 


aned Ligo fish and 


oducts - numerous sardine variants, squid, comed 


Today, Ligo's wide range of products 


Zamboanga € 


manufactured at two 
and Metro Manila) 
the domestic front, but around th 
from the US, to Europe, the Middle 


THE PRODUCT 


A. Tung Chingco Manufacturing Corpo 


launched Ligo products into ev 
with a canned sardines 


ago. True to its earned reput 


anned food industry however, it has since 


med fish and 


multiplied into a wide 


products 


» cater to individualized needs 


purchase, many of Ligo' impressive scope of Ligo 
canned fish and meat products are available in 


diferent portioned sizes: 155 grams, 2 


and 425 grams 
Both Ligo mackerel and sardines come in 


RECENT DEVELOPMENTS 


BRAND VALUES 
vemorable in the world of 


* dn mid 2005, Ligo inaugurated its Gold 
Label sardines in both tomato sauce and 
with chili added. Ultimately superior 
in quality, it is canned exclusively from 
graded, imported fish that are caught 
je coldwater environments scientifically 
proven to yield higher Omega 3 health 
benefits Their taste. drain weight and health 
benefiting qualities are thus unmatched 
against those of locally caught varieties. 


Superbrands 


SKIN WHITENING HERBAL SOAP 


THE MARKET 
pino women are renowned not just for their 
inherent beauty, but tor the meticulous attention. 
they place on personal appearance, grooming. 
and beautification, 

Personal beautification and maintenance has a 
multifaceted market, but certainly one o ts major 
segments is skin caro and treatment. Within this 
particular segment, there is the distinct category 
‘fF naturally based products that are environment. 
friendly - a category that has gained increasing 
global importance because of a moder, informed 
and more sophisticated populace now conscious 
(Of shying away from chemical and other artificial 
products. When products are wholly organic and 
natural, and are known fo be effective in delivering 
desired result. they are likely to command more 
and more consumer demand. 

M is to this precise category that Likas Papaya 
Herbal Soap, the foremost proprietary skin whitener 
and first and only Filipino organic herbal soap, 
belongs. In fact, the products very name, Likas, 
means mature in the national vernacular. doing 
Justice to the company’s long-standing policy to 
work in harmony with and respect for nature and 
the environment 

Aide from women who comprise the majority 
of the market, an emerging market is that of male 
‘users who have discovered it is also good for their 
Min while not leaving an after rh essence that is 
efteminate. In terms of availability, pioneering and 
Industry stalwart Likas Papaya can be purchased 
Just about anywhere ~ in leading supermarkets, 
department stores, drugstores, mom and pop grocery 
outlets and convenience stores, 


ACHIEVEMENTS 
Likas Papapa was the fist papaya soap in the 
Philippines. To underscore its level of success 
and the ensuing demand, 20 other brands have 
followed, not to mention a slew of counterfeiting 
efforts. Taking into account the widespread 
emergence of both genuine and unscrupulously 
competition, unquestionably one of the company's 
greatest achievements has been rapid growth 
and historical development. Its attainment of 
international distribution barely two and half 
years after its humble inception is stark testimony 
—* 

Another achievement, this one very much in 
favor of the consumer, has been the high tech 
application of a hidden, countereit prol Mystica 
Logo on all packaging, This allows consumers to 
verify the authenticity of each and every bar or 
mini-bar immediately before purchasing, 

There are also a multitude of formal accolades 
and awards that both the product and the company 


have reaped, only a few of which in recent years 

have been the following, 

* 2005 Worldwide Marketing Organization 
Buenos Aires, Argentina) 

+ 2005 Global Excellent Award 

+ 2003 NCQA (Consumers Quality Awards) 

* 2002 Year Ended Excellence Award 
(Hall of Fame Awardee) 

* 2002 National Consumers Quality 

* 2002 National Consumers Excellent 
‘Award 18 Annual People Choice 
Award 

+ Hallo Fame Top Herbal Soap Brand. 
ofthe year 2002 

* Winner National Consumers 
Excellence Award Asia-Pacific 
Excellence Awards 

+ Dangal ng Pilipinas & Consumer 
Choice Annual Award (Organization. 
for Peace & Progressive Oriented 
Group inc) 


HISTORY 
in 1988, founder and CEO Belen 
Mangahas Bayoneta established the 
‘company’s first plant site as a backyard 
industry: a humble, makeshift out- 
building in Lagro. Novaliches. The 
companys fist manufacturing capacity 
was 5,000 soap bars per day manually 
‘churned out by a mere four employees 
and is owner. Its first delivery to 
gigantic SM totaling totaled only 
six bars. Likas Papaya Herbal Soap, 


e 


package and showcased in a brightly colored 
rectangular box, instantly drew widespread customer 
patronage - and its initial manufacturing output 
was quickly challenged by such robust demand. 
As earlier alluded 10, barely two and half years 
after initial production, the company penetrated 
the orengn market 

The unprecedented demand as well as astute 
cce from foreign and local consultants motivated 
lts owner to increase production exponentially 
via the acquisition of international automation 
technology: Thus in 1994 the company incorporated 
Trinidad Cosmetics Laboratory Inc and relocated 
30 a fully owned plant site at 381 Sagittarius corner 
Capricorn Steet at Carmel V Village Tandang Sora, 
Quezon City 

Presently TCLs fully automated processing, 
plant is manned by 30 employees and puts 
‘out no less than 100,000 soap bars per day 


“company is very keen on further development and 
‘that growth potential mm hereon remains extremely 
healthy, The bases of this, it was added, are the 
principles on which the company’s operations 
and product manufacturing are anchored: rigid 
quality maintenance, trust in people and a staunch 


belief in i products. As such, domestic as well 
international interest distributorships are being 
actively pursued. 


JB manan cosuencs avos erort inc 
—— — 
S Coney 


Vias 内 
' 
organic herbs enriched with 


aya Herbal Soap it th 
pino herbal soup made from 100 


Papaya 
dns and 


types of 
size (135 grams in weight is packaged in a 
the 30- 


aging: the standard soap bar 


lossy, laminated orange box, and, 


wrap made from 


yaya is natural orange in color and 
has no visible bits, other harsh ingredients, 
bubbles or urong odor I natural herbs gently 


hen and pamper sensitive skin 
pping away dir and 

Iso does not inhibit 
oil production - thereby keeping skin 
clear of blemishes, fresh and young looking 
Likas Pap 


a has expe 


ess that in order to avert 
we 

of packaging presently carey 

Logo (TCL logo), distinctly characterized by 

torized sea 


a stew 


os, both types 
ve Mystica 


Tight. This assures authenticity and quality 


RECENT DEVELOPMENTS 
astutely 


has been the 


La 
With affordability for other market levels in mind, 
the launch of the 30- 


apaya mini soap. 


bar has positioned this 


as affordable to women and men 
with more modest incomes. The company’s view 


ve the same needs and desires 


for skin whitening. so why not place Likas Papaya, 


product in the market 10 
accomplish such, within the middle and even lower 
income bracketed person's bud 

An integral part of TCUS re 
tions is an thrust 


ent marketing 


imed at forging 
ion and business partnerships, both loca 


oper 


as well as on the international front. 
Specifically, domestically the company 
seeks partner in the rogom of Southern 
Tagalog and Mindoro (IV), Bicol (V) 
Eastern Visayas (VIII and Northem 
Mindanao (X). In the international 
arena, in addition to the US where 
Likas Papaya is already available 
countries or regions of high interes are 
Africa, Australia, Bahrain, Brunei, India, 
Micronesia, Taiwan Tunisia, Indonesia, 
Singapore, lapan, U.S., Dubai, Hong 
Kong, Malaysia and Thailand. 


PROMOTION 


Likas Papaya's advertising and 
promotional rust utilize multi-media 
campaigns: TV. radio and billboard. 
“Para Sa Kagandahang Likas Na ly 

for the Natural Beauty 


Thats Yours” aptly captures the esence 


which means 


cof what the company wi 
Because of the p 
relate on a widespread bau to both 


Consumi hive best 2 


dts efectiveness i org, 


a social promotional oo! has naturally 


evolved - that of the phenomenon of 


Guidelines in buying 


Litas 


BRAND VALUES 
Nothing represents the success of a brand 
more than the widespread emergence of being 
‘counterfeited. To date there have counties of such 
unscrupulous attempts, so much so that TCL 
was compelled to produce a countereit proof 
packaging scheme. The process oí protecting the 
‘consumer right to end up with genuine products 
was expensive and painstaking, but today 
discerning users are grateful they can be 100 
percent guaranteed ofthe authenticity of the product 
e of the Mystica Logo. No doubt this 
contributes immensely o the value of the brand 
Likas Papaya. 

On a parallel basis, the explosion of legitimate 
and legal competition speaks volumes as well 


bec 


of the incontestable value of the Li 


brand. To date there have been mo 
of such, and a few have even indiscre 
changed Likay spelling, color gn 
denn tempts to c 
on the hard-earned, genuine success of the real 
Likas P di Wh 
would want to copy a hats not a 
genuine Superbrand? 
Afer all, n the dong. 
established truism that imitation is the best form 
of flattery 


papaya) and 


packa 


a. The question is b 


exists 


which lumi ne 


ously puts the n. 


Likas Papaya at the very pinnacle of high-value 


brand names 


THINGS YOU DIDN'T KNOW ABOUT 
APAYA 


LIKAS 


+ Las Papaya was bom out of a mystical 
experience of owner and CEO Belen 
Mangahas Bayoneta. As secretary 10 à 
top surgeon of a government hospital, a 
lady patient once asked her to make a 

| bar of soap out of papaya from a tree she 

| somehow knew was in Mrs. Bayoneta's 
backyard. Mrs. Bayoneta took up the 
challenge, and when the woman retumed a 
month later to pick it up, she predicted that 
Mn. layoneta wouid be rich and famous 
‘within a couple of years - a premonition 
that became amazingly true when the 
company incorporated, automated and. 
moved to its current address in order io 
meet the virtually insatiable demand for 
las Papaya. 

M the total number of Likas Papaya bars 
soap sold o dte was lid side by side, they 
would cover a land area equivalent to the. 
size of Davao City, one of words largest 
cities in term of city limits with a and area 

| totaling 2,443 square kilometers, 

+ To accentuate the products success, within 
aà scant wo and a hall years of its debut 
‘on the market, Papaya Herbal soap was 
selling internationally. 


Superbrands 


THE MARKET 
!ncient times, man has tapped the healing. 


Sime 


plants and plant extracts to cure 
thing from t a host of 
pulmonary and digestive ailments. Herbalism is 
the earliest known form of medicine in most 
‘cultures, including the Philippines. It spawned the 
roots of modern-day pharmacology and clinical, 


e-based medicine 
in the 201h century, the rise of conventional 


medicine virtually erased infectious dis 
from most of the modem world, W 

the medical and health 
ticular disease 


infections in check 
d (o tanget 
especially 


industry st 


esses prevention. and 


anagement. The 


recognized that people's 
y and nutritional practices are vital to their 
all health and well-being, 

Today, the dietary supplements industry in the 
Philippines is a flourishing business, propelled 
by both lant multina 
and smaller companies whose growth depends 

rge marketing 
network but on the effectiveness of their brand 
— Herbs and Nature Corporation, founded in 
1991, belongs to the latter. Their key brand Liveraide, 
however, belongs in a 

The liver is 
all vertebrates, including humans. 
major role in metabolism and has a number of 
functions in the body including glycogen storage, 
plasma protein synthesis, and drug detoxification. 
M also produces a which 
required for food dige 

Naturally, wi 


rug corpora 


not on a d distribution 


gue of its own. 
‘of the most vital organs in 
Wt plays a 


such crucial functions 
in the human body, the need to keep livers 
healthy, t fied is of paramount 
importance. However, despite this imperative. 


ated and deto 


Filipinos were scarcely aware of the evils of liver 
disease and how it develops through poor diets, 

sive alcohol intake, adverse reactions to 
drugs and toxic chemicals, and 


vial hepatis 
Liveraide entered the market with a splash 
in 2002, 


Backed by an aggressive marketing 

paign. Liveraide not only 
generated widespread awareness for liver disease 
‘especially among F 
cost friendly, easily access 
e liver. 


ACHIEVEMENTS 
Since launching Liveraide in 2002, Caroline V. 
Villegas, president and chief executive officer of 
Herbs and Nature Corporation, admits that the 
‘company has not been actively promoting the brand 
and consumer associations. 


Liveraide 


Silymarin Capsule 


"Our focus has almost exclusively been on 
‘educating the market on the dangers of liver 
damage and disease and making sure that 
Liveraide iv accesible to them,” emphasizes Villegas. 
“Perhaps the brands biggest achievement 
the area of education and awareness. We have 
been able to make many men, as well as women, 
aware of the dangers that a lifesty 
negligence can de to their liver” 
“The knowledge that Liveraide has been greatly 
accepted and depended upon by Filipinas 
perhaps the most important award the product can 
ge said Villegas. 


Liveraide 


Silymarin Capsule 


helps 
protect 
your LIVER... 
naturally! 


100% natural food supplement from FRANCE 


HISTORY 
Herbs and Nature Corporation launched Liveraide 
in 2002. At the time, the company identified its 
primary task as mainly educational in nature: 
"oeducatethe Filipina consumer on the importance. 
ofthe iver to one's general health and to demonstrate 
the dangers of having an unhealthy liver. 

The company decided that the most effective 
way to do this was through a strong marketing 


e 


sations effort that relied heavily 
television, with print and radio as secondary 
media. Certainly, TV advertisin 
considering high production and airtime costs. 
None of the company's competitors had ev 
dared ventu 


was a risky ventur 


on would. 


nal corpor 
Corporation President and CEO 
ine Villegas decided to take the gamble, and. 
the brand has not looked back since. 


objectives: (1) 1 
on the primary func 

sete 
and absorbs through the skin, a 
the market on the damage to liver cells caused by 
poor eating habit, abusive i 'ohol and 
faulty health habits. 

The advertising effort was a huge success, not 
‘only because it was an effective educational tool 
for making people aware of how to better can 
their live 
propel the brands sales to th 
where it is today. Since then, Herb and Natu 
Corpora 
advertising and increasingly o 


educ 
ons of the liver 


o refine and 
fy everything a person eats, drinks, breaths 
à Q) to educate. 


but also because it gradually helped 


inan! level 
on has continued to rely heavily on 
special consumer 
events and trade activities. It continued to crea 
more TV commercials with the same 
and message as the first one. Today, Liver 
hands-down the most popular dietary supplement 
for the liver around, 

The success of 
also raised consciousness 
Merb and Nature Corporation's other brands 
My Marvel Taheebo herbal tea and capsules, and 
Farum green tea capsule. 

Taheebo is a powerful herb found mainly in 
the mountains of South America. Studies show that, 
for over two thousand years, tahecbo was a regular 
part of the daily diet of the famed Inca tribe of 
Brazil. The great tribe believed that taheebo 
promoted strength, vitality and adaptability to 
the freezing climate of the Andes Mountain. 
Clinical tests have shown that taheebo is effective 
for combating allergies, arthritis, asthma, colds, 
diarrhea, dysmenortheal, diabetes, fever, flu, goiter, 
hemorrhoids, hepatitis, hypertension, insomnia, 
kidney ailments, migraines, rheumatism, skin 
diseases, sinusitis and tumors. 

Firum is composed of a powerful antioxidant 
that deactivates free radicals to lessen the odds 
‘of cancer, lower LDL cholesterol levels, reduce the 
risk of hypertension and prevent a wide array of 
diseases, including cardiovascular conditions, 


TME PRODUCT 


faster because it is a liquid remedy. | 
The capsulized hard gel sao known to | 


E Superbrands 


THE MARKET 


user pre rene 


This is bec y founded 


are key c s. Luis had pain 


content with just European 


Cosmetics Industry of the Philippines of powder and 


。 Member, Philippine Chamber of Commerce & d used staunch principles Luis 1 took to hear his father 


* President, ASEAN C of Cosmetics 


amily of Spain's Dana Perfumery mprove on it, Luis Il added to the comp: 


strengths by developing a nationwide + A creative marketing department that understands 


with wholesalers, retailers, traders and + Logistics support for and of warehousing, fleet 


became one oí the Philippine pioneers 


established, Lupel Marketi rhe leet rama 


ard matured the following brands o 


UNI brand. Verhana Powder, Santan 


BRAND VALUES 


ical and economic hardship 


Today, Lupel Marketing perfon 


RECENT DEVELOPMENTS 


THINGS YOU DIDN'T KNOW Al 
LUPEL MARKETINC 


Nations de pr 


oj via 1000 d 


+ Company founder Luis Puig Pellic 
boxing under the name Luis Logan, 
was a world-renowned prizefighter 
and knockout artist in the 1920% and 
19305 and reigned as a champion in Asia. 
and Europe. 


+ Tie founder had assumed the alias “Luis 
Logan” to hide the fact that he was a 
profesional boxer rom his disapproving 
mother. h proved to be an interim career 
that paid off as he astutely combined 
his income as well as prestigious 
connections he made hom the sport imo 
def business investments that eventually 
financed Pellicer Manufacturing in 1949 

| and led to the incorporation of Lupe! 
Marketing Corporation a lithe more than 
25 years ater, 


+ Nationwide advertising, promotions and brand 


Plastics injection, and 


s Superbrands 


BS MANILA: BULLETIN 


THE NATION'S LEADING NEWSPAPER 


THE MARKET 


n became the first 


ACHIEVEMENTS 


HISTORY 
2, 1900, the Daily Bulletin appeared 


ads 


il li I | $ m 
| it yay wi 


is 
3 


THE PRODUCT 


THINGS YOU DIDN'T KNOW ABOUT 
MANILA BULLETIN 


+ The first copy of Manila Bulletin, on fle 

in the archives of the American Library 

| of Congress, Washington DC is dated 
February 13, 1900. 

+ In 1973, Manila Bulletin was the first 


| + toas the first publishing company in South 
East Asa to purchase state-of-the-art tower 

printing equipment, publishing its first iue 
using the system on February 2, 1999, 


Supe dra 


THE MARKET 
ping, systems are the arteries and veins of big 
business, conveying vital leblood like water, 
qos. chemicals and ot 

point to another 


liquids from one 


y industry — even with 


pipi 
professional corporations — is 
fiercely competitive, but because of its superior 

on network and 


produc disi 


a sterling reputation in the construction business 
Mega System Enterprises has been one of the major 
piye ars 


Mega System Enter 


in this market for many years 


ses presently caters 
ial, industrial and institutional 
needs of Filipinos and is the p 


choice of both the private and public sector 


actively 

buildings and industrial plants. 

06, the Super Brands Council ree 
System Enterprises. 

oducing high-quality products ge 

d for develo 


ye in serving homes, office 


the local piping industry through world-class 
dards that have put the Philippines at pa 
with the re 
water sy 
prises has 
giving Filipino consumers the best 


‘of the world, especially wher 


a sterling 


ACHIEVEMENTS: 


ses has gained national 
prestigious Philippine Marketing 


Think your 
water is safe? 


Your pipes might not be. 


Pres 
llb VESBO 


Absolutely safe and leakproof pipes. 


NTERPR SE 


Association (PMA) which awarded it with the 
coveted PMA Award of Excellence in 2006, 
Within the construction industry. Mega System 


Enterprises has cultivated and maintained an 
limpex cable reputation tee quality and dependability 


and technical support as well as industry-wide 


claim for its products as being among the safest 


amd enviro 


The product lines. 
boast of world class quality, meet international 
standards and a ^ 


in piping, in the world and recipients of sev 


recipients of numerous aw 


international awards from construction suppliers 
ad consumer group 
In 2006, the Superbrands 
pared Maga System 
Enterprises with the prestigious 
Superbrand status 


MISTORY 


Mega System Enterprise 


aces its roots back to 1974 
Solidiore Enterpemes, which 
was founded by entrepreneur 
Jimeny Chua as a distributor 
high-quality h 
products tools such as Smart 


dare 


and Toho. In 1996, Antonio 
and Vicente Chua. the younger 
brothers of the founder, diversified into DIY market 


by establishing Mega System E 


prises as a 
prodessionally-run corporation offering best quality 
ab for the Philippine 


the 


products at a re pc 


construction industry. From the outset, 


company’s mision was to develop and evolution 


= 


MEGA SYSTEM 
ENTERPRISES 


the local piping industry by bringing in the latest 
technology and offering them at an economic 


price to Filipino consumen: 

During the early 903, piping products made of 
galvanized iron were still the norm. Mega Syste 
Enterprises introduced the state-of-the-art PPRC 
polypropylene random copolymer type 3) pipes 


‘through several key product fines that th 
ted from leading manulacturors 


keting 
the products of Mega Syste 
Enterprises were widely accept and 
‘of leading 
bitecs 


distribution e 


developers 
its major clients aro the 
SM t store chain, 
huge SM Mall of As 
and SM Clo, as well as several high- 
profile c dal and industrial 
projects, corporal 

as the n 
prominent individuals from the world 


idences (and yachts) of 


^f business and government. Among 
lts most prestigious projects are GA 
Tower in Mandaluyong Cit 
Elan Suites in Greenhills, Cardinal 
ils SM Baguio, C 
mens in Makati, Ante! Global 
n Ortigas Center Pasig, Fairways and Bluew, 
icay Hyatt Hotel and Casino in Mi 
Asia in Pasay City 
operations were i 


inG 


'orpocate Center 


and Hobbies 


lly bas 
s the company 
‘expanded ts reach to the countryside, par 
the bustling metropolises of Ceh 


iyto 
nd Davao where 


it now dominates the mar 


THE PRODUCT 
Mot and Cold Water Piping System, isthe 
best buy for its durability. A recipient of the highly 
coveted ISO 9002 cenif 

Superbrand in every seme represents 
the very latest in piping technology used worldwide 
and boasts oí pipes that are sale non. 

arcinogenic) and highly resis 


Chloride. Produced from the highest form ot pl 
(Vestolen PP Random Polymer Type 3), the Vesbo 
system is totally rust- and rupture-re. 


Beyond its safety features, the Vesbo system is an 
‘economical buy and reputed to be durable enough 
to outlast most buildings. It is also easy to install 
in four easy steps) and practical since a single pipe 


old water, The Vesbo 
system can withstand high tempe 
70° 10 90" Celsius. 


al Engineering Power Laboratory of 


hot and cold water piping system 


impressive. The 
that the Vesbo system 
1800 psi (122.45 


as found 
enga ot 
— which is strong e 


STOP! 


FLOODING 


At present, the Vesbo hot and c 


—R88 


od developers architect 


or. plumbers and homeowners. 

In addit 
the following, 
The Mega Vals 


n. Mega System Enterpn 


boni of 

y produ 

PEHD Drainage & Sanitary Piping 
icant bene 


! in comparison 
I. PEHD 
ible than other materials and 


water from dishwashers 


Vd to scaling and abrasio 
arsh chem 
vddiion, PEHD 


and coated 


jls and even tadioac 
pes are weatherproot 


pho 
Valsir PEHD Draina 
recipient of the ISO 9001/2000 certifican 


used both indoors and o 


fe of 50 years 
The Mega Green Thermo Plus PPR.C Type Y is 


vod, makes use fa new 


mo resin from Europ enables the pipes 


— higher pressure and temperatures better 


than any other ordinary cold PPR pipes available in 


day. This achancod technology ensures 


ger he span for pipes and improved quality 


and pertormance 
The Mega Redi Anti-Flooding Sys 

the best sol 

the 


nis perhaps 


ding problems ava 
arket today. The system provides a simple and 
d risk by c 


h main drainage channels. I is 


ideal for low-lying coastal, lake or valley areas, 
expecially where rainwater i channeled downstream, 
a main cause of flash floods due to heavy rainfall 


The Mega Anti-Flooding System is the preferred 


choice of commercial and industrial 


ies dos 


lations where "non-pressure 


contro is required. such as in fishing and 


farming operation. or where dependable 
PVC performance is required, such as in 
—* 


salt water oper 

used when new dwellings or facilities 
connected to existing sewage systems 

as well as for private discharge systems 

that are 

equipped with pumping s 


hanneled to public sewers 


RECENT DEVELOPMENTS 
In 2006, Mega System Enterprises 
launched the Aquatech Syphonic 
of Draining System which has, in 


short time, already made an impact in the local 


on indus. Undertaken in partnership. 


with Aquatech and Valse of Mal, the Aquatech 


Syphonic Roof Draining System uses the late 


Australia. There nothing like it 


in the market today and i a vast improvement 


the conventional syp 
that are available 
— * 


ic rool draining syste 
al market. The Aquatex 
ing vir 


‘side for indus 


une, particularly where large structures such as malls 
ard skyscrapers ave concemed. 


plans o nto the Rolex 


PROMOTION 
Since Mega Systems Enterprises serves a highly 
specialized market, s promotions eons are mainly 


des hot cater exclusively k 


thong specific med 


this prospective client base, particularly architectural 


and construction magazines and publications 


The ye in the 


ompay is also a regular 
industry. leading construction shows in the 
Philippines and throughout Asia, including the 
prestigious World BEX (Builders Exhibit), the 
most popular gathering of construction suppliers 
inthe 

Mega System Enterprises has also al 


with key distribution outlets such as MC Home 
Depot, Wilcon Builders and Ace Hardware. 

n the construction industry, the most effective 
promotions is til by word of mouth. In this regard 


YOUSUF EB Prone 


quality and reliability, Mega System 


BRAND VALUES 


One can point to the company’s dedication 


‘only the very best p 


conduct of b 


‘Cha family that owns and operates Mega System 


Enterprises believes that at the core of its success 


is the dact that it has est 


lished à insted name 


within the construction industry. where competition 


From the outset, the company has strived to 


ide excellent “value for money” by giving is 
recognized 


‘customers a roster of products hat 
e. Through the 
on or goin 


and accepted work 


‘company has est 


extra mile in sourcing cutting-edge piping systems 


ond fa 


es as well as in educating the market about 


the advantages of these pr 


THINGS YOU DIDN'T KNOW ABOUT 


MEGA SYSTEM 


+ Mega System Enterprises is the pioneer 
în introducing the state-oíAhe-art PPRC 
(polypropylene random copolymer type 
3) pipes, which have now become the 
‘orm in the Philippines. They started by 
Introducing several key product ines from 
leading manufacturers in Germany, haly 
and Turkey. 
| * All the product lines of Mega System 
| Enterprises are made from 100% virgi raw 
materials unlike many of its competitors 
Who use recycled materials which are of 
inlerior quality. 

^ Mega System Enterprises is the only piping 
company that n recognized and acerca 
by the two largest construction groups In 
the Philippines concerned with the piping 
industry - the National Master Plumbers 
Association of the Phlippines and the 
Philippine Society o Sanitary Engineers 


+ The brand name “Vesbo” is derived from. 
the German word “vestolen” which is a 
high-quality plastic raw material and "bo 
which is the German word for "pipe". 


Superbrands 


FEE + AUSTRALIA 


HISTORY 


BRAND VALUES 


RECENT DEVELOPMENTS 


YOU DIDN'T KNOW ABOUT 
MOCHA BLENDS 


+ Mocha Blends is now an integral part oí a 
global coffee culture wherein 100 billion 
- liters of coffee are consumed annually by | 
‘every single man, woman and child on 
planet earth. On a per capita basis, this 


— ruminal o 16 len or eve one B3 
i nn leading robes, Penis o ed 

ballin and a va my magazines — 
cis Cink Ep Ca j|" about the origin of cde. also an 
her hive aho been employed Writing ad |. Mpa gt had named Kalil ws 


nian | observed Pat his goats would ahvay sur 
a dancing and acting wildly immedutely | 
e her sang bees fom a particular bush. | 
me Curios he wied the beris instantly feeling | 

a shot of energy and dancing wih his goat 
News of this energy-laden fnit quickly 
spread throughs the regon and ihe rest 
ee | asthe saping goes, is son 


Superbrands 


+AT 


WAGARAYA 


THE PRODUCT 


origin 


Cracker Nuts are costed cracker p 
ya Sweet Mi 


ks that h 


snappy bie 
Careful efforts h 

by Hl to 

Filipino taste p 


ye been m 


ferences. Nagataya 


Cracker Nuts are currently ava 
five savory flavors ~ Original (Butter 
Adobo, B Garlic and H 


& Spicy Sweet 


Mini Pretzels attract sweet-toothed 


nsumers with its Sugar-costed and 


«coated variants. 


type packaging - to 


freshness 


» products are hugely popular a 
buted throughout the country They are 

markets, hypermart convenience 
s, mom-and-pop grocery stores 


—* 
d sari-sari 


e stations, movie houses, scho 
yes, among others 
The products have also made their way 


ereas and 
grocer 
This is a te 


usually found in Filipino or Asian 


outlets in n 
ication that 
ja products are 

Filipinos snack basket. 


here or abroad - 


inextricable part of the 


RECENT DEVELOPMENTS 
The advent of the new millennium spawned 
ope 

by FII, prow 


al and strategic m. 
to be astutely in line with the 


new times. In the year 2 


eting changes 


franchise. A m aya brand logo and a 
more contemporary, updated packa 


ing for both 


products were introduced to reflet the change 
PROMOTION 
Advertising is utilized by the company to 


Continuously remind loyal patrona - swell a entice 


new consumers - o the unique qualities. product 
characteristics. and outstanding value-for-money of 


Nagacaya products 


The year 1991 marked a milestone 


brand with its fist major TV advertising campaign 
for the cracker nut line. The theme "Go Nuts 
With The Crunch” was so successful that it an 
the way o the year 2000, contributing to healthy 
growth for Fl during the period. 

After both products were c 


solidated 
under the Nagaraya brand franchise in 2001, a 
new and equally catchy slogan was adopted 

“Sarap Pagtripan” — which in English translates. 
to "Great Taste to Trip On”. The new slogan 
expresses the common goodness of both 
products, the 

various occasions, and the brands youth appeal. 
Along with this, Nagaraya also established is 
presence on the Internet by pulg up ts website 
(htp nagaraya net 


wide-ranging suitability to 


BRAND VALUES 
The growth and success of the Nagaraya brand 
from its humble origins nearly 40 years ago speak 
volumes about the manner in which consumers 


sadness, superior quality and tastiness 
appeal, 
ross a broad market 


al all is products. Though youthiul in 
Nogaraya products reach 
spectrum. It is in this precise regard that the 


¡Nagataya products are indelibly impressed 


omen heats 
Moreover, the Nagara 


itself with its core product 
cracker nuts) and the move by HI to 
that consolidating Ihe 

jaraya's product 

bold and. 


branch out 
pretzel li 


nd 
values and consumer equity. Rather, 
lid path 

* continued 
confidently s 

that apart from the intrinsic qual 

ol Nagaraya Sweet 

which from the onset 

tothe F 


compromise 


it would ensure a 
the be 


ln fact, à 


¿pino consumer 


significantly 
the Nagaray 
In conclu 


relevance of the brand 
promise based on its existing track record 
and the respective product strengths of the 
individual products have been, are, and will 
continue to be hey ingredients in the success of 
Nagaraya products - irrefutable marks of a true 
Saperbrand. 


THINGS YOU DIDN'T KNOW ABOUT 
NAGARAYA 


+ Nagaraya means “house of eternal 
goodness" in Japanese and for a brief 
period, Sweet-Mini Pretzels were 


‘marketed by FII under the House Of 
Goodies brand umbrella. 


Both products are healthy snacks — 
Nagaraya Cracker Nuts are dry roasted, 
while Nagaraya Sweet-Mini Pretzels are 
baked. 


Superbrands 


BRAND VALUES 


= wi 


THINGS YOU DIDN'T KNOW ABOUT 
NOVELLINO 


+ Novellino is diminutive for Novello, a 


quaint latie town in the Piedmont region of 
aly, home of Novellin’s winemakers The 
name aho aptly describes the innovative 
naturo (novel) of the wine as well as its 
alan (noi character. 


Novellino endeavors to abide by 
strict winemaking traditions, it has adopted 
new world innovations in aspects where 
the old world method can be harmful 
10 the wine. For example, the company 
Serments it wine in stainless steel tanks 
instead of wooden barrels, while for 
bottling it uses screw caps instead of corks. 
Corks and wood are technically inferior 
and can contaminate wine, imparting 
tastes not intended by the winemakers of 
centuries ago. 


Superbrands 


TME MARKET 


ACHIEVEMENTS, 


PETRON 


Fuel Success. 


HISTORY 


THE PRODUCT 


R 


was re-launched 


X diesel engine oil, a first-rate lubricant 


rough a trimedia campaign 
that took the country by st 005. 


RevX 


m on September 


The campaign stresses the confidence o 
users when encountering 
Adve 


deving cond 


ments show how 


ing it the much needed boost n 


heavy loads and steep roads. Rev-X has become 
the ide 


diese engine oil by d 


engine performance 
 XTEND Autogas was in 
December 2005. By sa 


Ten oduced in 


ing up to 30 percent on 


siening pollutants in the vehicle 


was is one of the viable 


native fuel choices. With the success of a 


the public sector, NTEND Autogas was introduced 


d made an 


carbon deposit thus prolonging engine lite 


qood v ney bec 


the country continue to 


market, 


RECENT DEVELOPMENTS 
Recently, Pe 

plan 
This further integration of petrochemical processing 


n grabbed the o 


v growth and strategic transformation 


opens up a prosperous source oí possibilities fr 
2005 saw the expansi 

of the Petron Fleet Card to key 

of Visayas and Mindanao. On- 

line all the time, the Petron 


Fleet Card provides credit card 


convenience less the hassle 


on approva 


microchip based card is tamper 
resistant, processes data f 


than th val mag 


strip card, and offers flexibility 


g prodi ons 


and purchase limits. Since its introduction in 2004, 
managing fuel expenses has never been easi 


aded 


he same year, Petron aggressively exp 


its network of stations th 


gh the Company 
Owned Company Operated (COCO) stations. The 


dy 


owth of the industry 


COCO program is an on 


profitability of the outlets and to effect 


participate in fuel demand 


Currently, there are total of eight COCO stations 


and the company has programmed on 


launched in the market: Petron Farm Trac Oil 
and Petron Marine HD Oil fo 


farm equipment and mo 


the upkeep of 


s of farmers and 
fishermen in rural areas The lubricants are endorsed! 
and distributed by the tural Machinery 
Manufacturers and Distributors Assoc 


ey and fishing bot engines in the 


country. While more ground will be covered in the 
non-traditional or high-street market for lubricants 
Petron revives its lubricant business at sen 


Fuel Drive, an advocacy program for responsible 


ing was developed in 


were held to empower motorists with sman d 


etes Clinics educated motorists on the many fu 


opt teats were conducted 


10 determine paricipanty skills and special awards 


were handed out 


otstanding, participants 


Over a hundred drivers benefited h 


which continues ter in 20 


PROMOTION 
yy 2005, Petron breathed new 


st de 


ampara and impro 


Petron and its var 
The 


us stakeholders 


enhancement of produc 


and standardization of services and 


facilities all contem Petron desire to 

In June 2005, Gasul launched 
ts nationwide text-based p 

"Gen-U-Win Gas 


Da Repeat 


Jackpot 


2 follow-up & 


successful promotion sales run. With 

objective to continue building 

loyalty to the Gasol brand, new innovative measures 
he reta 


to curb illegal activities at lets and 


ArtPetron, the annual nationwide art conte 


aimed at promoting Philippine art, culture. tradition 
and values to the Filipino youth, continues to 
amm accolades from esteemed award-giving 


bodies. ArtPetron proudly holds the Bronze Anvil 
Aw 

Public Relations Society of America to a Filipin 
undertaking besting entres of American, European 


Excellence awarded by the 


and Asian companies. The ofthis ye 


3 mirrors the triumph of the four pr 


Aste 


n which wo 


from prestigious organizations such as the Public 


Relations Society of the Philippines, International 


Business Communicators (ABC 
the Advertising Board of the PI 
o this admirable collection, ArtPetron 
Best Small Rudge 


‘Communications Effectiveness Awards 2005. This is 


{he fast and only awand inthe country that recognizes 


BRAND VALUES 
We are a 
leurn based business enterprise in purs 
doppi 
our shareholders. We are c 


that are inthe best interest of 


conduct ourselves with professionalism, in 


relationships. commitment and leadership further 


ine Petron's message. Y 


po 


understand their 


successful in order to serve th 


— the communities Petron serves and the 


nation. Last but not the leas, leadership 


on the 


mpany protects and sustain, 
ne of Petrona fervent commitment to 
and values, the company continues to reap. 


award such as the Best Governed Listed C 


in the Philippines by the Institute oí C 


Managed Companies in the P ue 


THINGS YOU DIDN'T KNOW ABOUT 


PETRON 


+ Petron is named one ofthe country’s best 
over listed companies, ranked fourth 
in the Insitute of Corporate Directo ICD) 
list of Best Governed Listed Companies in| 
the Philippines. | 

+ Petron Gasul the largestslliog liquefied 

| petroleum gas in the Philippines for 40 
yes was the pioneer of boned LPG. — | 

+ Petron's Bataan Refinery boasts an 
astounding capacity of 180,000 barrels | 
a day. 

—— Meer] 
awarded the Bronze Anvil by the Public 

Relations Society ol America for AnPetron 

in its Creative Tactics Category. 


Superbrands 


A: PHINMA PROPERTY 
OLDINGS CORP 


City Living Made Easy 


THE MARKET 


Speedy construction was fist 


mpl 
‘when 290 units of Smile Annex were 
completed in an extremely impressive 
115 days. Combined, the 2,233 MRB 
the SMILE duo of projects gave 

and 


PPHC 
'HC never looked back 

Sunny Villas, with 812 30-square 
meter units within 


nearly one anda half 
hectare ith 
Avenue in Quezon City, extended PPHCS 
emerging tradition of developing high 


ality, vet distinctly affordable housing 
within Metro Manila. And, in the past 


ot only uphold the now-esal 


dition, they break the mo 


¡in the forthcoming 


u Developments” section of this feature 


THE PRODUCT 


PPHCS presen 


housing in major urba 
The 


roster of PPHC housing projects. 


ale but now highly affordable, is 


Square, 1987 - 10 units; and 
Mariposa. Villa. Townhouses, 
1989 — 40 units; the first 


two upscale developments 

* Manila Polo Club Townhouses, 

1989. 

development 

+ Villa Milagrosa, 

units; and Villa th 
334 units; 

housing developn 

+ Smile Citihomes 1, 1998. 
nd SM 


43 unis the third upscale 


two low cow 


000 
st wo of the 


unis Annex, 


* Sunny Villas, 2005 - 812: 
PPHC affordable with 
‘emerging amenities 


* Spazio Bernardo, 2i 


the latest able housing 
and replete with atypical features 
and amenities 

Instead of a single project per 


year, the fiscal year April 2006 to 
March 2007 will see two or three 
projects targeted for compl 

This is indica 


ive not only of the 
company’s sales success and ability 

n the bm 
its mounting, 


housing, but also 


its developments. 


RECENT DEVELOPMENTS 
tarting with its penultimate project 
Villas, PPHC 

we rudimentary 


Sunny 


cliché that 


past low cost housing 


and mundane 


characterized o 
projects. Nowthere are more high value amenities 
as well as value-added features associated with 
PPHCS projects 


illustrare, the 


company's very atest project 
was inaugurated on May 17, 2006. Spazi 
Bemardo' 957 30-sqm-condominium units 


d, and within the economic 
750.000. The diferenc 


housing, ceiling ol P from 


Y Spazio Bernardos slogan, 


me to ein an array 


ed 


of conspicuous accompanying amenities: a g 


community with perimeter fence and 
entrance road, 24-hour security, clubhouse 
dde 


inside 


ym. landscaped walkways. park, and c 
playge 
are volue added features not 


und. Moreover, 


commonly found in affordable 


med walls and 


housing pre-p 
ties, 1 


kachen counter with under counter 
cabinet, stainless steel sink and 
sre aluminum windows 

PPHC 


der then that 


and quality lus 


projects, is confident that its 
recent application for triple ISO. 
certification — 9000 for quality 
14000 for environment and 18000 
dor safety — will meet with success 


PROMOTION 
Beginning with the Sunny Villas 
development. à concerted media 
campaign utilizing TV 

theatre, newspaper, magazine and 
billboard acertar showcase an 


aspirational “Practical Living 
nd storyboard. The media blitzes 
‘continued with the Spazio Bernardo 
— sto continue agree ertum 
campaigns wit future projects 
PPHC is now also n 


ching out to overseas 


Filipinos, showing its TV commercials on 1 
Filipin TFC) of North America. The 
company also advertises within the pages of Filipino 
community newspapers in Japan, the U.S. and 
Canada. President and CEO Willie |. Uy and 
Marketing AVP Grant Orbeta explain that for 


Chano 


or for the overseas workers 
themselves who are locking for long-term, rock solid 
investments in their homeland, PPHCS residential 
unis are a perfec ft at the right price 


PPHCS latest TV ad is introductory 
porate in nature, ta be followed 
ditions that 


and co 
by specific project rer 
conform to the company’s o 


theme, "City Living Made 


BRAND VALUE: 


several 


distinctions. The 


projects embody 


high quality 
The 


possible by the 


second, selling quickly, is made 


profi margins and the resulting va 


ormoney residential units av 


ly, there 
exists in the company an underlying 


drive towards soci ance and 


contribution by building not ju 
exidential homes, but wholesom 
whe 


family life is fostered, and new, lasting 


— are made in a conducive environme 


tailor-made for the purposes 


sure that the residents 


PPHC 


nent Group 


and the projects value do not deprec 
established its Post Project Man: 


PPMG), Maintenance, security and eníorci 
4 house rules and policies are alo ably handled 
by PPMG as it conducts its primary function 


me that the association 


building 
development until such 


All these aforementioned 
PPHC 


10 propel projects into the superb 


worthy nis of 


category of joining 1 


THINGS YOL 
PROPERT 


DIDN'T KNOW ABOUT 


higher within a year of projects launch, 


Superbrands 


THE MARKET 
| rens hance n med care as 
well as modern, health-promoting diet 
resulted in 
y longer. 
of wh 


owing global population that is Iming 


iner n - advanced 


m diet proporti 


healthcare 


has catapulted into a progressively 


such as the US, England and much of Europe seek 


RA 


Gapue Review Center (RAGRC). the 


center o the Philippines, stands at the pinnacle o 


an industry tasked with producing highly qualified 


Filipino nurses that the country and the rest of 


a burgeoning market 


demand thats unlikely to e short, middle 


RAGRC has 


cen the market leader in the 
na. In he Phi 


lippine nursing a pine Nursing 


percent topping the 55 documented review centers 


including an intem, 


mal player. In the revi 


per 


RAGRC 


4 nunes globally 


vists and English proficiency 


aining for all professions. The centers innovative 
imtractional design has elevated ilf to become 


Nc 


es, has eflec tively helped revieweus pass the 


dy pr board topnotchers 


Wer lor the Local RN. CGFNS & 


LEX examinations 


ACHIEVEMENTS. 


astonishing flow of awards and accolades have 

v accorded the company and is founder, w 

so that that the chronicling and listing of the 
is summarily impractical. An abr 


2005 Philippine Business Excellence Award 
for SMES 


Development Foundation, 


the Parangal ng Bayan Awards 


Quality Award (NCQA) as The 


Top andl Qu 


jay Review Ce 


2003 Who's Who In The 


Philippines and Consumers Choice Awan 


as Best Review Center 


during the 1 
Who Who in 
Che 


he Philippines & Consumers 


Choice Award as The Number 


1st Annual 


+ 2003 Shoppe 
nr at the 
de 


fone Nursing Review C 


awards render stark testimony to the status of the 


Philippines. Simul olessor Ray 


A Gap ed up impressive awards, 


nal Awardee for 


Entrepreneurship and Education by Who Who 


repreneurship by Parangal ng Bayan 2005 


by the SGV Foundation 2005 


Ten Outianding Filipino Entrepreneurs Awardee 
by Entrepreneur Magazine Philippines, 2004 
+ Agora Awardee for Entreprencumbip, 2005 by 
Philippine Marketing Association 
* det Young Market Masters Awards (or 
Enuepy 2000. Mammith & 
older, Inc 
All the above recognitions: have 


á 


HISTORY 


Following his luminous. graduation 
from the University of Santo Tomas as 
Summa Cum Laude, Professor Ray A. 


Gapuz became the Nursing Board Exams 


He allowed this up by becoming NCLEX- 
certified (US-RND, as well as achieving a perfect 
score when he atained TOEFUTWE certification 


Motivated by the cate and corresponding 
impetus to help other nursing students attain their 
in 1994 Professor Ray A. Gapuz 
RA, Gapuz Review Center (RAGRC'=). In October 


n on Higher Education, Office 


reams, red 


RECENT DEVELOPMENTS 


BRAND VALUES 


THINGS YOU DIDN'T KNOW 
R. 


APUZ REVIEW CENTER 


RAGRC supports nearly 100 college 
students all over the Philippines thru the 
Ray A. Gapuz Foundation, Inc 


Although very successful in helping its 
examinees pass various licensure exams 
and helping them get foren employment. 
RAGRC encourages its nurses to invest into 
small enterprises in the Philippines — an 
effort to aid in uplifting the lives of our 
fellow Filipinos thru entrepreneurship. 


Superbrands 


THE MARKET 
Deren aa up in lating nace 
tury world that demands alert minds 


rgy Food 


energized bodies. That sw 

(EFD!) Red Bulls 

and distributor in the Philippines, introdu 
Drink to te c 


markers need f 


d Red 


rejuvenation is Red Bul 
acy, Red Bull boasts 


Red 8 


recent years, Red Bulls mat 


in work or in ply 


Red Bulls launch instantly 


time was unheard 
then Red Bully s 
Which can be attributed 


«ing dou 


prog 


In addition to primary outlets (supermarkets, 


grocery stores, etc), Red Bull created 


hannels by penetrating secondary down 


like the sm 


restaurants. EFDI also develops 


utilizing real drivers, nurses, and work 


spict Red Bulls actual and 


in ode 


support ofthe Rot 


Club of Manila Tower Award 


which on an annual basis recognizes outstanding 


widely know 


Aside irom crea 


4 of new — As a prime example inemationally and domestically 


ed Red Bull Supreme in 1998. Red 


sugar variant of Red Bull Energy 
ached the growing health: and 


HISTORY 


brought in Red Bull Energy f: 


the Philippine: which w 
bottles were literally Red Bull with vodka, gin, rhum and brandy 


vegetarians, Red Bull is 


branch, her not comain any 


Red Buil. Red B ret 
THE PRODUCT 

Red Bull is a vitamin-powere eink 

available natiomwide and around the world. It 


recognized foc being the strongest and mont 


ondespansen n 
d Bull Barako 


shing a record as the team that played the 
Red Bull has 


Red Hull team in the Philippine 


nthe Philippi 


indeniable c 
a boo 


PROMOTION 


THINGS YOU DIDN'T KNOW ABOUT 
RED BULL 


+ A couple from Cebu once wrote to Energy 
Food & Drinks, Inc. seeking permission to 
name their child Red Bull. in their leter the 
couple revealed that they had only been 
able to conceive aer using the product. 


NSF International recently announced that 


Red Bull Energy Drink s the first company 


Red Bul 
ibining 


SAN 


THE MARKET ACHIEVEMENTS: 


SMC produces one ofthe top 


Spun ated o berg 


company, with over 26,000 employees in more t 


uel Corporation is Southeast Asia's largest beer brands in t 


nd packaging world. Yet SMC is more than just 


cer is its flagship pe 


create and develop brands and weave its products out into other businesses 


into the fabric of c d 


more deeply sume every prod 


day We. True to its core purpose of making le marketing 
à celebration, its products and brands continue — products that 
» delight customers, as they make ordi appeal 


Today. SMC is built around 


three closely related businesses 


4 and packaging, 


Each of these prod 


Number Two position in the marks 
Indeed, SMCs ability to respond to 
meumer de with the right products 


(y at the forefront of Asia's 
largest corporation in the 
Asia's largest publicly listed 


ufacturing, operations extend beyond the 
Philippines to Hong Kong, China, Indonesi 

Vietnam. Thailand, Malaysia and Australia, and its 
products are exported to more than 40 markets 


around the world 


HISTORY 


abrica de Cerveza de San Miguel 


b 


Asia's frst brewery. produced and 


led what w 


ally become one 


the most popular beers in the 


the span of a generation, S: Beer 


satisfying millions of taste buds with ls pure and 


ming tate 


By 1914, San Miguel Beer was being exported 


from its headquarters in Manila to Guam, Hong 
Kong And by 1948, San Miguel 
Corporation had established a brewery in Hong 


and China. 


Kong- the fis in the crown colony - to keep up with 
rising demand. 

From the original cerveza that rolled 
off its bottling line, SMC has since diversified 


into a wide range of popular food, beverage and 
packaging pro 
atered 


cts that have — for over a century 


changing tastes. 


MIGUEL CORPORATION 


such as beer, hard liquor, s 


it juices. ts food and agribusiness 
k and 


covers chicken, (ee 


cessed meats, dairy. oils and f 


plastics, paper products and flexible 


and laminates 


SMC is a leader in each of its business 
categories in the Philippines. This gives it a choar 
competitive advantage in terms of marketing 
expertise, breadth of product ranges and 
brands, and targeted research and development. 


positions on local markets, enabling it to 


lose ties with consumers and long rm relationships 


with major retailers as well s establish a recognized 


tts products remain household fav 


Miguel Beer is a runaway winner 


market and the leading beer in Hon 


the Philippine 
d 


brands 


South China. San Miguel and other famili 


ch as Monterey, Ginebra San Mi 


Pure Foods, Star and Dari Creme are pillars 
Y a successful portfolio comprised of over 400. 
products. The company also holds a dominant 


Such as Pura and Berri are consumer 


Yet SMCS pro 


as it adds new var 


¡continues to grow. 


os to established product lines 
and brand names. For one thing, supermarkets 
and groceries in Bangkok and Jakarta are going. 


have to start making shell space for a whole new 


range of soft beverage products. In the works for 
n-alcoho 


f. Nis betting on six 


nearly three years, SMCS regional nc 


business is now n 


for tak 


product variants with brand names such as juizza 
Pop, ize Pop, Artea, Berri Sunblest Berri Juizzaa and 
Royal Frizz 


Given its track record in producing quality 
ange of consumer needs, SMC 


food and beve ducts that fulfill a broad 


has every reason 
to be optimistic that regional consumers will come 
kind of 


‘exuberance that generations of Filipinos have 


to embrace its products with the sam 


RECENT DEVELOPMENTS 


ional Foods, A 


annod goods, frui 


& Son, SMCS Australian brewer, is a leader p and 


ream company 


Even as the company is in the middle of its 
11-year history, it continues to grow rapidly 
with beer as its gateway product. By 2007, 


PROMOTION 


t n dozens of markets in Asia, over a 


Corporation is forever challenged to do its best 
With a most competitive market 
environment, SMCs Marketing Department 


zes branding promotions and events 


BRAND VALUES 


— -- 


when it was replaced 


idapted as the 


and the 
typelace that comprise ihe | 

—— a a 
DN'T KNOW ABOUT 


JUEL CORI 


RATION 


‘San Miguel Beet, Southeast Asia fint beer 
dating back to 1890, is the company's 
flagship brand. The Filipino favorite beer, 
| San Miguel Beer comes in four packaging 
variants the 320 m steinie bote, the 1000 
mi Grande variant and in 330 ml. cans The 
fourth variant is the equally popular San 
|. Miguel Daft 
+ San Miguel Beer is exported to over 40. 
countries globally. 


+ San Migueli beverage sector is the largest 
‘of its three core businesses. In 2005, 
beverage constituted over 48% of San 
Miguel total sales. Food and agribusiness 
contributed 10%, while packaging 
Contributed 14% and SMCS businesses. 
in Australia, National Foods and Berri 
‘contributed 28%. 


* Ginebra San Miguel is the largesseling 
{gin in the world. In the Philippines, 
approximately 22 bottles of Ginebra San 
Miguel are consumed every second. 


Superrands 


THE MARKET 


le 


The SM experience 


SM Department Store 
lives of many fil 
products, world-c 
and servi 
become e 
SM Retail Stores serve ni 


THE PRODUCT 
ther shopping, 


s become part of the 


inos with its wide assortment of 


has everything for everyone, has 


markets, focusing 


omens special need». Among those 


SM Supermarkets, which feature an expansive 


‘of food and non-lood products 


markets, which 


warehouse type shopping experience where 


one gets super choices of food and non-food 

m at super pric 
SM Appliance Ce 
brands and service, as 


Manila and key provincial areas 


where avid m both 


Hollywood bloc 


homer 


hits, in add 


ng local and international artists 
SM Food Cours, where shoppers get good 
food. las 

SMicesi inks, which have developed 


teams that have displayed the Filipino’ fre 


and competitions 


indoor theme parks 


nds, the countrys most exciting 


RECENT DEVELOPMENTS 
New stores and malls, renovations and innovations 


s as well s new store and mal 


x epts have not onh created shopping excitement 


but hive also enhanced SMS leadership position on 
the Philippine retail and shopping center scene 
With its aggressive expansion program. SM now 


has 22 supermalls Ament sores, 144 retail 


stores - ali strategically located in Metro Manila and 


other key Philippine cities Thr 
malls opened in 2005: SM Cay San 
Lazaro, which is at the site of the 


historic Marita Jockey club in the 
the city; SM Supercenter 


T" 


in the provi 
Six malls are scheduled 
'open in 2006, including the 450,000 square 


meter Mall of Asia, which is located in a 19.5 
hectare property in Roxas Boulevard and will be a 
destination Asia Pacific Region 


PROMOTIONS 
SM continuoaaly employs countless ways of creating 


excitement among its shoppers. These include an 


unending variety of sales, promotions, fashion 


promotions, corporate promotions with car raffles, 
and special events in its stores and malls. Every 
‘celebration - Valentines, Mothers day, Father's 
day. Halloween, Christmas — is an occasion for 
its customers to shop, eat out, and have fun in its 


stores and malis 


aunched the SM Advantage Card, 


yam that provides shoppers’ perks 


partment Store also 


and restaurants. SM D 


well known beauty qu 4 actress C 


Gonzales as its celebrity endorser. The choice is 


cleverly appropriate, as Charlene appeal cuts 


through all market segments with a wholesom 


image reinforced by her role as wife of 
"s 


‘ountty’s top actors and a 


BRAND VALUES 
SM is a trademark in itself, Over 
shoppers 
and malls 


sonable 


for quality goods 


prices, one-stop shopping 


customer service and high value pricing strateg 
succinctly a fun and high 
y and friends, constantly 


to meet the ever changing need 


THINGS YOU DIDN'T KNOW ABOUT 
SM 


+ The size of SM Supermalls is 25 millon | 
square meters in pron lor area, wihan | 
drape daily number of shoppen being 
—— | 

+ Broken down, SM has 22 supermalls 
in Luzon, Visayas and Mindanao, 25 
partment stores, 142 retail stores, 146 
movie screens and 124 bowling lanas. | 

+ SM hasan astounding total oí 5267 tera 
inis nationwide Sperm, with a total of 
2 millon SM Adantage Cardo. 


Superbrands 


THE MARKET 
More en tmp on nes. The mos 
personal and intimate of all apparels lingerie 
requires a level of trust and quality that cannot be 
compromised. It requires a specific fit, look and 
feel has almost customized. You do not resize or 
alter lingerie, lend i to someone els, or sell it in 
hr stores when you outgrow it. s entirely yours 
purchased to cover the most intimate parts of your 
body, and you want it perfect and built to last. 
Most don't like to think they're buying underwear 
ofi a rack, even though lingerie is sold like most 
pieces of clothing - ready to wear First-rate lingerie, 
however, allow women to feel like they're buying 
customized sets. By conforming to the shape and 
sembiltes of their wearers, they foster a sense of 
trust essential to products that are meant to function 
[" 


econd skin. 
SOEN inthe Philippines has cultivated this same 
exceptionally high level of 
Most in its lingerie lines 
1 almost three decades 
Trusted by generations of 
women, the brand has been 
passed on from mother to 
child several 
the process creating a SO: 
EN lifestyle” and propel 
SOEN to is current position. 
not just as a longtime market 
leader in the local lingerie 
industry, but a cherished household name. 


ACHIEVEMENTS 
SO-EN's biggest achievement has been its ability to 
recognize the ever changing needs of the Filipina 
whet and thus maintain an intimate relationship 
with its customers for decades. With minimal 
advertising, the company managed to secure a 
captive market of Filipino women who now consider 
SO-EN a part of the Filipino lifestyle. For many, SO- 
EN is not just a product, but one ofthe few essential 
and dependable comforts that go with growing up. 
Generations of women using the same brand of 
lingerie and passing it on to their children confirm 
the far teaching qualities of SO-EN' appeal. 


Indeed, SO-EN has become so familiar and 
‘dear to customers that the company’s sales weren't 
‘even affected when fake SO-ENS began appearing, 
in several small boutiques and tiangges. People 
recognized. often by visual inspection alone, the 
quality of SO-ENY merchandise and refused to 
sete or anything less. In 2000, when the company 
‘obtained ISO certification, renowned and much 
coveted stamp of world-class quality, à formal 
what many Filipinos had already known for long: 
that SO-EN products possess superior quality and 
durability, and has had an impressive history of 
ving people the best value for thew money: 


HISTORY 
Driven by poverty and desperation, Chinese couple 
Josefina and Chua Bun Hiock 
began mending the clothes of 
neighbors and friends in Soler, 
Manila in the 1960s. Their 
perueverimce and hard work paid 
off, and what started as a simple. 
means o survive expanded into 
2 full blown clothing business 
comprised of Ready To Wear 
(RTW) merchandise a few years 
lates. Due to constantly changing 
and unpredictable RTW bm 
however, the couple eventually 
shifted to a more stable yet 
piece of apparel — lingerie 
They named their lingerie 
line “SOEN, which is he 
direct Japanese translation. 
dor “luxury underwear” 
The demand for SO. 
EN lingerie considerably 
increased in the 1970s, thus 
compelling Josefina and 
Choa to open the fis tore 
in Araneta Avenue, Quezon 
City. Aside from winning a captive market among 
buyers in small and medium sized dealers in Tutuban, 
Divisoria and Baclaran, SO- 
EN at this time also began 
selling its wares in Shoemart 
currently the largest and 
‘most visible department store 
chain nationwide 
SO ENS gory days begann 
the 19805 and continued until 
the 1990s, when customers 
became so familiar with the 
brand they could recognize 
SOEN distinctive yellow and 
brown boxes each carrying a 


dozen pastel underwears several feet away. The 

packaging was so recognizable that custome 

initially refused to purchase SO-EN underwear when 

the box was improved hack inthe 1990s. Since then, 
the company has reintroduced is 
RTW line. Today, both lingerie 
and RTW lines are available in all 
major department st 
such as Shoemart, Robinson, 
andmark, Ever Gotesco, P 
Fair and Gaisano. 


is are also. 

extensively. by 
Overseas. Filipino Workers 
(OFWs), many of whom buy 
the lingerie wholesale to use, 


sell, or give away as presents 
abroad, proving that Filipinos 
‘own products, 
expecially when those products are close to their 
hearts. Meanwhile 
to Micronesia, Europe, Canad 
States and the Middle East. SO-E 
strong among buyers in small and medium sized 
boutiques and tiangges. 

SO-EN is now comprised of four factories, 
approximately 1.250 outlets and more than 1,000 
direct workers nationwide. Indeed, what stated 
a tiny, home-based operation driven by litle more 
than desperation has blossomed into one of the 
largest and most recognizable lingerie and RTW 
lines in the country today 


the company 


THE PRODUCT 
brand, SO- 


mesly considered a *comervati 

EN has grown to include a number of 

Youthful and fun yet no less functional 

pieces to its lingerie 

basic whites, beige. bl 
hal stock, but now sells a more 


ne. 1 tll etaim 


de and po 


pinks and other fashionable colors Into 

its palette, This was quite 

SO-EN, but it pushed through, catering to 
demands, lifestyles and preferences of 

the youth who will eventually carry on 

its legacy. 

True to ls core values, however, SO- 
EN continues to believe that simplicity 
ls beauty, and that people don't need to 

excessively daring clothes io feel 
confident and sexy, Thus, it does put 
out outrageous designs. While adopting, 
hipper, cooler and more fashionable 
patterns to keep up with changing 
times, it nonetheless retains SO-ENS 
es of practicality and. 


fishy move. 


timeless que 
durability 


RECENT DEVELOPMENTS: 
As a close knit family corporation 
y decades, SO- 
ly update its 


running successfully 
EN did mí 


product líne and promotional strategies 


tastes and sensibilities. Even as younger people 
became increasingly captivated with daring, 
colorful and eye-catching lingerie designs, SO-EN 
remained rooted in the constancy and stability of 
its loyal customers 
During the last two years, however, the 

company recognized the need to at 
markets. W began studying the international 

shion business, training its people, studying 
color forecasting, and basically reinventing the 
wheel, It recruited new blood, installed new 
machinery and conducted various studies on 
the latest fashion trends. It combined all these with 
its deep knowledge and experience of Filipinos 
needs to produce new product lines that cater to 
segments covering a broad spectrum of the market. 
Likewise, it redesigned some oí its packaging to 
appeal to younger, more visually discriminating 
clients, while maintaining the traditional packaging 
thats known and loved by generations of loyal 
ents as wel. 


Overall. SO-ENS familiarity with 
the local market more than made up 
dor its recent position as a late bloomer 
among the young. knew what Filipinos 
wanted. and Filipinos - both young, 
and old - patronized the new producto 
flooding its stores. Recently, it opened 
two more stores at the SM Mall of Asia 
and SM Clark, Pampanga 


PROMOTION 
SOEN is promoted most intensively by 
its indirect imponens Tens of thousands 

‘OFWs buy SO-EN’s prod 
Wholesale or distribution abroad. in the 
presses opening the eyes of Filipinos 
and foreigners alike 10 he existence of 

a fashionable and durable lingene brand that gives 

them the best value for their money 

ie recognition of today more competitive 
fashion industry, SO-EN has also 
decided to go head to head with its 
major competitors in terms of media 
‘campaigns. Focusing on classy and 

fun advertisements found mostly in 
prine ads, SO-EN tapped image models. 
‘Cindy Kurlet and Nancy Castlogne to 
‘endorse its hipper, cooler, and more 
striking lingerie lines. SO-EN knows. 
that it was time to come up with an 
image model who will stand for the 
brands integrity. As à result. people 
now ask who the next SO-EN girl 
will be 


BRAND VALUES 
SO-EN is a brand millions of Filipinos 
grow up and grow old with. The trust har. 
Filipina women have placed on the quality 
and value for money of it lingerie has been. 
pared on from one generation to the 
next. Such loyalty Is generated only 
because SO-EN produces merchandise 
Customers can constantly rely on. 
Filipinas have grown 
‘emotionally attached to SO-EN, and 
the mont powedl force in 
* brand loyalty. 
Indeed even while the company 
revolutionized is business, reinventing virtually 
everything from product design to promotion 
"10 packaging, it never compromised the trust 
Customers gave SO-EN over the improved 
the quality, durability and functionality that 
tracted buyers to SO-EN in he first place, forgoing 
impractical designs no matter how popular they 
were, Armed with intimate market knowledge and 
decades of experience, SO-EN knew the difference 


between whats simply trendy 
last, and chose to invest on the lan 
SO-IN is also deeply Filipino. It is a 100 
ent filipino-owned company and brand 


pen 
that manulaciures every part of 
in the Philippines. While other companies su 
their products to other counties, SO-EN fully 
patronizes Filipino enterprise within the walls of 
it factories. As such, mote than any other lingerie 
brand, SO-EN is deeply in touch with the needs of 
the Filipino market 


is merchandise 


the manulact 


ing of certain parts of 


THINGS YOU DIDN'T KNOW ABOUT 


SO-EN 


* During the 1980s, SO-EN received a 
deter from a mother who regularly bought 
SO-EN for herself and 
her children. According o the ete, the 
clients daughter was playing near the 
window of their two-story home when she 
{ell out, and would have hit the ground 
f her SO-EN panties dide' catch on to 
the window pane. Her underwear held, 
and her mother pulled her back in totally 
‘unharmed. The cient thanked SO-EN for 
producing high-quality underwear that 
saved her daughter’ Ve 

+ SO-EN's production line requires a 
minimum 13.5 million square meters of 
‘cloth every ear 

* SO-EN is highly successful in the 
direct export market, with the United 
Sites and the Middle East as its biggest 
clients, This , however, is 
‘surpassed by the performance of its 
indirect exporters ~ an overwhelming 
‘number of OFWs buying, selling and 
promoting SO-EN underwear. 

+ Until today, many Filipinos still think that 
SO-EN is a foreign brand. 


Superbrands 


Pip 


THE MARKET 


Manda Times has been an industry leader 


Te 


apex before the martial law period. Years later, i 
Time 


vore than a hundred years, reaching its 


August 2001, Dante A. Ang acquired 
The Ti n 


in October 1 


Cariño brought with him vast expertise 


and management to the paper. Today, Th 
ompetes with more than 25 dailies, seven of hem 


The readers are mos ine 


and decision-makers in society. They belong mainly 


to middle-income families, although The Times 
en onately larger share of readers 

A" bracket, They are drawn lo The 
Times air and incisive treatment of news. The Times 


arket. h 


mined to expand its n —* 


introduce new editorial content and s 


pre women readers, aged 40 and older 


ong to the A and B 


ncome brackets 


ships with — — 
print associates. A reader can buy an issue 
ay itis availbi 


also extremely useful to the country’s leaders a 


decis 


ACHIEVEMENTS. 


the fourth biggest paper in the country 


P d AL, 


Li 

2 
* 
K 


ording 


3 
* 
ES 


v independe 


The Times won new re 
able and hard-hitting newspaper. 
Since Mr. Dante Ang bought The Manil Times 


raised its standards. It has 


2001, the paper hs 
received recognition rom the Lime Ongpin Awards 
for Excellence in Journalism and the Philippine Press 


Institute for its columns and worthy content 


To promote excellence 
established The Mani 
The schoo 


Journalism. The school plans to offer 


Times School of 


The Ti m is the only 


school that offers students on-the-job taining from 


nly school in the country run by 


profesional joumalists 


HISTORY 


in the country on October 11, 1890. 


newspaper 


the Spanish-American 
War. 


den 


would 


in the 


wed with 
Thomas 


Englishman living in 


the Philipp 


service and he published The Manila Times 


business manager, bought the paper from Gowan, 


902, then reacquired 
Thomas C. Kinney 
Sener. F ed 


ol Filipi 


id profeniondhs 
gral. jose P. Bautista, 


Serrano, Benjamin Osias, ose L. Guevara, Estrella 


Allon, Cia Trinidad, Consuelo G. Abaya and Benigno 


The heirs of Don Alejandro Roces Sc reopened 
the paper in 1945. The new Times would reign in 


the industry until September 19 de 
Marcos declared martial law 
-— 


The Races family re Times on February 


thee ye tycoon 


ly sold the newspaper 
John Gokongwei I. 
Early in his presidency, President Joseph Estrada 


n for publishing 
father 


The management 


sued the newspaper for P101 mill 


a story that called him an “unwitting. god 


to an alleged fraudulent deal 


printed an apology "hut not a retraction,” according 
The Tenes under 


to the publisher Ermin Garcia je 


ques printed sue on 


acquisition by Mr. Dante Ang, The August B, 2001 
isoe carried his pledge to reclaim the greatness of 


the newspape 


A window on the past and ad 
was how Mr Ang describes The Times sit Ik 


mphs and th 
the stuff of out daily lives 
Recording 


the old Manil 


THE PRODUCT 


D à Times isa daily broadsheet with news, 
opinion, business, world, sports, and lifestyle 
sections. The Times is alvo a vehicle for the weekly 


unday Times Magazine and Career Times. Other 
Tech Ti 


als are P 


THINGS YOU DIDN'T KNOW ABOUT 
THE MANILA TIMES 


* The Manila Times is the oldest 


alah 
language newspaper in the Philippines, 

was founded on October 11, 1898. In 
2006, The Manila Times will celebrate is 


108th anniversary 


+ Atone 


ime, the paper was owned by 
President Manuel Quezon along 
with other Filipino businessmen, They sold 
itin 1921 10 George H. Fairchild 


* Gen. Carlos P. Romulo, the fr president of 
the United Nations General Assembly, was 
at one time a writer and editor of The Times 


igno “Ninoy” Aquino, former senator 
responden 


ind national hero, was a c 


+ The Manda Times is available in most major 
capitals around the world on the same day 
itis printed in Manila. This is done through 
a partnership wth thee multinational press 

ed in Europe and North 


associates ba 


America. 


+ The grandiather of owner Dante A. Ang 
used to work as a typesetter for a sister 


publication of The Times, the Spanish- 
language La Vanguardia. 


Superbrands 


THE MARKET ACHIEVEMENTS 


HISTOR’ 


brand name Timezone 


ensued between May 
ober 2004, during whi 


ved 14 more centers in Metro 


Cebu and Dava 


le, Blue Wave at Marquinton, 
MarketlMarket! TZ Active 


y. Robinsons Met 


ebu 3rd Level were 


cementing Timezone leadership positi 


nation premiere FEC 


THE PRODUCTS 


e smorgasbord of 


o, redemption games and kiddie rides 


them up, race them, battle 


GHOST Squad Spec 


PROMOTION 


inclusive of three Powercards that allow 


and 36 redemplion^vending games 


c d prize that had 


Asociacion De Damas 


The Son of The Mask t 
s was followed by a free I 


BRAND VALUES 


umrys FEC 
i as much appeal, 
ded 


THIN 


YOU DIDN'T KNOW 
TIMEZONE 


© Timezone has sold over 6.3 Million Plastic 
and Paper Powercards to date. tf these 
ATM-like cards were linked end-to-end, 
they would connect a line of Powercards 
spanning Manila to Tagaytay City ~ a road 
distance of 56 kilometers. 


* Timezone offers over a thousand types of 
redemption prizes at any given time ~ a 
number many times more than its nearest 
competitor. The company also einíorces. 
the “winnabili” ofits redemption prizes 
by providing a selection of prizes for an. | 
exchange value of as low as one ticket 
thereby reinforcing the notion that “ln | 
Timezone, Everybody is a Winner". | 


* Distinguished for consistently introducing 
the latest machines, Timezone was the 
first to introduce what was the hottest 
entertainment machine of 1999: the 
extremely popular Dance Dance 


Superbrands 


Your Complete & Specific 
Skincare System 


THE MARKET brand of Wh Soap 


HISTORY 


THE PRODUCT 


produced soap formulated by a dermatologist Made 
from selected papaya fruits, it is recognized to 
effectively whiten skin as well as eliminate bacteria 


se pimples and other skin blemi 


Morosa has since expanded its pro 
Bot 
Bleaching Soap, formulated 


cas whitening soaps now include Lemon 


‘whiten dark spots 


caused by freckles, acne and melasma: 


White ted o 


whiten dark and sun-damaged skin and moisturize 


ageing skin; and Green Papaya Acne So 
Whitening 


by pimples and bes 


move dark spots caused 


shes using potent papain from 


green papaya. 


YSA Botanica specialty soaps 


de Virgin 
md 


Coconut Oil Hypoallergenic Soap. formulat 


re skin, heal sores and inju 
control pimples: YSA Botanica Hypoallergenic 


lated to promote cell ge 


Soap, made u 
and preve and 


Rejuvenating Soap, formal 


to give the skin a 
radiant and healthy glow. 
Recer 


cleansers and face and body 


YSA Botanica has also added facil 
ning 


complement YSAS existing line of whitening and 


specialty soaps. 


RECENT DEVELOPMENTS 
ddition of facial cleansers and, ace and body 
YSA Botanica's proch 


only skin care c 


Botanica claims that while o is are 


dermatologist-tested, they have not been similarly 


subjected to the personal inputs of a highly ained 


shin care specialist 


E a 


YSA Bo 
monitored by recognized experts in the field. 


owth has been constantly 


The brands commitment to excellence allowed 


it to undergo a gradual evolution that maintained 


product quality every step of the way. Now, with 


its comprehensive skin care system in place, an 


on of high production growth, YSA 


moving to its bigger, better, and more 


Rosa, Laguna. The move is necessary because NSA 


Exchange Corporation, using YSA Botanica as its 
ship brand, will break into the export 
a this yea 


PROMOTION 
YSA Botanica began by using standard tri-media 
ns to promote its papaya whitening 

soap. adopting the tagline “Alagang Derma 


ted for a more tactical approach, 
ining well-placed radio and pr 
highlighting benefits that appeal to specific 


YSA Botanica chose Nadine Samonte 
celebrity talent of GMA 7, as its endorser Yo 
pretty and a fresh face. Nadine is featured in many 


YSA Botanica’ print ads that regularly appear 


Today, Women's Jour 
Yes! Magazine 


press releases, sponsorships a 


marketing ap 
YSA Bot 


a stationed free skin type 


that carried its products. These booths 


tained a skin analyzer machine 


manned by skin care consultants. The 


consulunt. assessed patient” shin types 


and then recommended solutions to 
They also distributed free samples o 
YSA Botanica Papaya Whitening Soap 


and encouraged participans to sig 


eene fee shi 
ional 


are tips. 
ultative Q&A 


De Nazal. Te 


Dx Derma”, amoniker gheni 


YSA Botanica’ lat 


skin care tips and updates o 


ducts an 


BRAND VALUES 


For almost 20 years now, Maros Soap and Co 


Laboratories, Inc. has dedicated itself 


vessful results, Yet 


this may not have been realized ii ne 


also dedicated 


her Melong expertise to YSA Botanica, 
Because of her, YSA B 


maintained a level 


and. market credi 
stands for "Your Skin Av 
which many believe only pr 


ogists, 


virtue of their specialized tain 


ln the Philip nmercially 


dist 


1 of that distinction is 


rd beauty prod 
YSA Botanica. 


im addition 10 her formidable post 

graduate degree in Dermatology from the St 

John's Institute of Dermatology at the prestigious 
ondon University, De. Nazal has alvo un 

de ical courses in Paris, p. 


United States. Furthermore, she reps herseli abreast 


programs. Through her inputs, YSA Hot 


and values have proven to be of utmo 


solidly backed by 


derm 


THINGS YOU DIDN'T KNOW ABOUT 
YSA BOTANICA 


+ YSA Botanica's pimple-control facial 
cleanse i the only product in the market 
"hat uses green tea extract as an active 
Ingredient. Green tea contains sebum 
‘control and antibacterial properties that 
prevent the appearance of pimples. 

+ YSA Botanica is the only local company 
offering whitening lotion that can be 
applied both on the ace and body, thereby 
eliminating the need for consumers to buy 
wo separate products. 

| + YSA Skin Care Center has always been at 
— —— 

| and surgery industry. It is one of the 

—— — 

treatments such as Lipodissolve, Intense 
| Pad Light and Laser treatments even 


Peter as 


a 
Superbrands 


